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CLOCKS...COMPARE THESE NEW PRICES 
EVERYTHING ELSE ON THE MARKET 


As usual Sessions 


DOUBLE-TONE STRIKE 


~.. 1£6= 


See this El Bernice model, with 2-rod_ strike, 
selected hand rubbed mahogany or walnut 
finish cabinet with handsome popular inlay 
panels. 21% inches long. One of the most 
sensational buys in clockdom, 


SESSIONS WESTMINSTER 


= 28% 


The Wonder Clock of Sessions with quarter 
hour, self-correcting foolproof Westminster 
Chimes. 16 notes on the hour, 8 on the half, 
4 on the quarter. This is No. 20A_ with 
selected mahogany inlay case, quick-legible 
numerals and full Sessions quality through- 
out. Other models in mahogany and walnut. 
They are the only synchronous Westminster 
Chime clocks without clutch, retaining spring, 
or electric chime contacts. 21% inches long. 


Retail . . 





SESSIONS © 


Evectric 


CLOCKS 


sets the pace in electric clock values 


TRIPLE-TONE CHIMES 


—.. 22% 


Genuine Sessions “Chapel Chime” clocks, with 
hour and half-hour 38-rod) chimes. Genuine 
hand rubbed walnut or mahogany cabinet 
with popular inlay design. All Sessions chime 
clocks have auxiliary motor to operate 
chimes, doing away with clutches, retaining 
springs and chime contacts and cutting after- 
sale servicing. 21% inches long. 


It's a price year. But folks still demand service for their money. That 
is why Sessions, who have weathered a dozen depressions, can offer 


what people want most in clocks, at prices they are glad to pay. 


Look for the quality and service behind the price. Examine these three 


sensational up-to-the-minute synchronous motor clock values. Consider their 


news value and their sales value to your customers. 


Get in touch with 


The Sessions Clock Company, Forestville, Conn. Also, Woolworth Bldg., 


New York; 5 N. Wabash Avenue, Chicago, and S. J. 


150 Post St., San Francisco. 


Hammond & Co., 
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More Facts on the Industry 


CCORDING to Tue Jos- 
BER’S SALESMAN’S Veri- 
fied List of Electrical Whole- 
salers, 1931 Edition, 96.7% of 
all houses handle wiring sup- 
plies, 92.8% appliances, 
84.4% lighting fixtures and 
66.5% radio. These figures 
check within 1% with those 
for the previous year except 
for radio. The 1930 list 
showed 72.9% of all houses 
handling radio. 

The number of houses car- 
rying inventories in excess of 
$100,000 decreased from 
36.2% to 24.6% during 1930, 
while those carrying inven- 
tories of less than $100,000 
increased from 63.8% to 
754%. This is in line with 
the trend of the industry 
towards smaller houses oper- 
ating in restricted territories. 

Further data concerning the 
industry will appear in an 
early issue. 
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Now SQUARE D offers you a new line of electrical 
safety equipment. 

SQUARE D Dead Front Switchboards are built for 
use in schools, theatres, factories, hotels, office build- 
ings, department stores, hospitals and all other public 
buildings. 

They are built in two types: 

Type PK—Dead Front Cabinet with enclosed rear. 
Fusible from the front only. Fuse doors are interlocked 
with the swiches so they cannot be opened unless the 
switch is “off.” 


Type PKB—Decad Front Construction, with accessible 
rear, grill ends enclosing the space behind the board. 
This type may be operated from the rear or front. 
Fusible from the rear only. 


Affiliated with 
DIAMOND ELECTRICAL MFG. 
co. LTD. 


Los Angeles San Francisco 


SQUARE D COMPANY, CANADA, 
LTD., WALKERVILLE, ONTARIO ELECTRICAL 


Toronto Montreal 


BRAN C H E §S 


SQUARE D Switchboards are built according to 
specification and can be made to include any com- 
bination of apparatus such as air circuit breakers, oil 
circuit breakers, ammeters, volt meters, watt hour 
meters, current transformers, etc. 


Provision is made for locking the switches “on” or “off.” 


SQUARE D Switchboards may also be built to 
include SAFLEX Panelboard Units (Convertible Safety 
Distribution Panel Units). 


For complete information regarding SQUARE D Dead 
Front Switchboards call the nearest SQUARE D branch 
office or write for Bulletin CA508 to the SWITCH & 
PANEL DIVISION, SQUARE D COMPANY, 6060 
RIVARD ST., DETROIT, MICH. 


Factories at 
DETROIT, MICHIGAN, MILWAU- 
KEE, WISCONSIN, AND PERU, 
INDIANA 


SQUARE D COMPANY 
EQUIPMENT OF TEXAS 


Houston 
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Wholesalers Adopting Plan; 
Manufacturers’ 






Cooperation Needed 


F the 106 whole- 
salers replying to 
our recent ques- 


tionnaire 44, or 42%, 
stated that they have ap- 
plied the principles of 
THE JOBBER’S SALESMAN 
Plan to their own organ- 
izations. That such a 
large proportion of the 
industry has adopted the 
Plan since it was first 
announced in our Feb- 
ruary issue indicates it 
was brought forward at 
an opportune time and 
that it has already 


THE JOBBER’S SALESMAN’S PLAN 


THE JOBBER’S SALESMAN’S Plan is a program which 
sets forth the principles of intensive selling, showing 
how simply, yet effectively they can be applied by whole- 
salers and manufacturers working harmoniously toward 
a common objective. 


The first principle of intensive selling is to know your 
market. 


The second is a plan for selling that market. 


The Plan covers the application of those principles in 
each of the four major markets: Resale; Contractor; 
Industrial; Commercial. 


By following the Plan, the wholesaler will be in a posi- 
tion to approach definite outlets with definite plans for 
selling definite products. 


“Since entering the 
wholesale end of the 
electrical business we 
have attempted to fol- 
low in a general way 
your present Plan. We 
have specialized in the 
industrial field and only 
handle one manufactur- 
er’s product in each par- 
ticular line. In each line 
we have picked out the 
highest grade of mer- 
chandise and have not 
attempted to enter the 
highly competitive price 
field. We will follow the 





proved of value to the 
industry. 

On the other hand, many wholesalers who endorsed 
the Plan on Mr. Rowland’s recent tour just haven’t 
seemed to get started in actually applying its principles. 
So, for the next few months we shall use this page for 
short comments from wholesalers expressing their ex- 
periences with the Plan. In this way we believe we can 
help other wholesalers to get under way. 


“I have been very much impressed by your Plan, in 
fact, it is the first real constructive step taken to co- 
ordinate the efforts of manufacturer and distributor. 

“We have already outlined our territory by salesmen 
and are requesting similar support from various manu- 
facturers. As soon as the territorial analysis has been 
completed we propose making up charts similar to those 
which you describe and to follow the Plan as nearly as 
possible to the letter. 

“The lack of willingness to cooperate on the part 
of the manufacturers, in my judgement, will defeat 
this Plan regardless of what work you may do un- 
less some means are devised whereby the manufac- 
turers will appreciate their responsibility in this 
connection.”—H. O. Smith, Mgr. Elec. Dept., The 
Hardware & Supply Co., Akron, Ohio. 


“We are putting the principles of your Plan into effect 
as rapidly as possible and have delegated one man in 
cur organization to study our market possibilities. 

“In our opinion THE JOBBER’S SALESMAN can best 
function to assist wholesalers by getting their mes- 
sages across to the manufacturers. You have already 
done the job with the wholesalers.”—Starbuck 
Sprague, Pres., The Sprague Elec’l Supply Co., Water- 


bury, Conn. 
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Plan further as rapidly 
as possible. 

“We think THE JOBBER’S SALESMAN can assist 
wholesalers and their salesmen by encouraging man- 
ufacturers to print schedules of their merchandise 
allowing fair margin for the wholesaler, and then 
encouraging the maintaining of these schedules.” 
—John M. Newton, Pres., The Roland T. Oakes Co., 
Holyoke, Mass. 


“We assure you that we will do our part toward 
getting the Plan established in this territory. 

“We have inaugurated a follow-up system to enable 
our salesmen to classify their accounts into the con- 
tractor, commercial and industrial groups and to fol- 
low the requirements of each. By thus charting our 
territory we have already eliminated many unprofitable 
customers. 

“We have had no manufacturer offer us any co- 
operation in developing the Plan. 

“Your program is far-sighted and I think all inde- 
pendent wholesalers owe you a vote of appreciation on 
your initiative.’—A. J. Musser, Pres., Dauphin Elect'l 
Supplies Co., Harrisburg, Pa. 


“This company is in hearty accord with the principles 
outlined in your Plan. We have been using its prin- 
ciples for some time, gradually enlarging our activities 
on the fundamentals outlined and, because of its sound- 
ness, I cannot see why you shouldn’t have the hearty 
support of the wholesaling fraternity. 

“We are fortunate in having quite a few of our 
manufacturer suppliers cooperate with us, but are 
sorry to admit we have some suppliers who are not 
any too active in their support.” (Editor's Note:— 
This wholesaler requested his name be withheld.) 
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Peter Rosetta 


Competent Workman 


Pete is a craftsman, proud of his 
job. He mixes just the right amount 
of sulphur into each batch of rub- 
ber compound. Were he less than 
100% competent, electrical tests 
would go “‘hay-wire.” 
But they don’t! And that is why 
Pete is proud that for eight years 
he has done his bit toward keeping 
ANACONDA Anaconda quality at the top. 
WIRING PRODUCTS Similar care .. . by hundreds of 
{\ Rubber Covered Wire equally skilled, intelligent and 
ANACONDA pra oir tel interested workmen .. . assures 
a = oar Duraduct Loom dependable quality in all Anaconda 


Durax Sheathed Cable aa 
Flexible Cords Wiring Products. 


ANACONDA WIRE & CABLE COMPANY 


GENERAL OFFICES: 25 BROADWAY, NEW YORK 
CHICAGO OFFICE: 20 NORTH WACKER DRIVE 
Sales Offices in Principal Cities 
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The magazine of the wholesale electrical distributor and his salesmen 

















Replies from 
106 WHOLESALERS slow 











HAT is your outlook for 

Wy 1932? Decided improvement 

14, moderate improvement 15, 
no improvement 5, poor 4, have formed 
no opinion 32. 

Discounting improvements through 
seasonal activity what is your outlook 
for the balance of 1931? Decided im- 
provement 11, moderate improvement 
42, steady 10, uncertain 5, poor 20. 

What is the present (July) trend of 
your business? Upward 19, moderate 
improvement 23, steady 23, down 24. 

What was the trend of your business 
during the first six months of 1931? 
Upward 6, slight increase 3, steady 15, 
down 68. Wholesalers reporting per- 
centages showed an average decline of 
27% from sales for the first half of 
1930. 
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1. Increasing confidence in general business conditions. 
wholesalers anticipate gradual improvement this Fall. 


| 
2. Dealer and industrial markets offer best opportunity for expansion. || 


3. Appliances, refrigeration, radio, industrial lighting and ventilation to be 
best prospects for the balance of 1931. 


4. Reduced operating costs and more intensive cultivation of local markets 
being carried out as set forth in THE JOBBER’S SALESMAN Plan. 


5. Inventories average below normal. Any noticeable business improvement 
will result in the placing of many rush orders on manufacturers. 


6. Price cutting is still a serious factor in many territories. 
7. Utility merchandising situation has several bright spots. 


8. Independent manufacturers, with few exceptions, are not yet providing 
wholesalers with definite sales plans. 


A questionnaire was sent to all 
electrical wholesalers by THE 
JOBBER’S SALESMAN in July. 
General conditions, markets, 
commodities operating 
policies were covered. As re- 
turns came in from nearly 
every major trading area the 
replies give an excellent cross 
section of the improved situa- 
tion of the entire industry 


and 








What local conditions are affecting 
your territory favorably? Construction 
of public buildings and public works 13, 
good crops (except in central north- 
west) 9, textile and shoe factories busy 


The majority of 











6, good weather for crops and for fan 
sales 5, diversified local industries 3. 
Unfavorably? Lack of building con- 
struction 24, unemployment 15, indus- 
trial inactivity 14, low prices for crops 
12, unsettled conditions in coal and oil 
industries 9, bank failures 6, price-cut- 
ting competition 6, hoarding of cash 5, 
poor collections 3, politics 3, bad weath- 
er and poor crops in central north- 
west 3, direct sales by manufacturers 2, 
low prices for lumber and metals 2, 
strikes in silk industry 2. 


What are trends in your territory on: 
Employment? Down 41, steady 24, up 
17; on New Building Construction, Res- 
idential? Poor 73, fair 14, up 4; Com- 
mercial and Public Buildings? Poor 53, 
fair 18, up 15; Public Works? Poor 
28, fair 17, up 24. What is the trend of 
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general industrial activity in your terri- 
tory? Down 41, fair 14, improving 3. 
An average activity of 60% of normal 
was reported. 

What cooperation does your local 
utility offer on appliance merchandis- 
ing? 11 cities report good, 15 fair and 
23 poor. 

What in your opinion are the factors, 
if any, retarding new building construc- 
tion in your territory? Surplus of build- 
ings of all types 25, difficulty of secur- 
ing loans from banks and from building 
and loan associations 28, lack of confi- 
dence 16, high labor costs 9, condition 
of market for real estate securities 3, 
reduced incomes retarding building by 
prospective home owners 3. 

Have you expanded or contracted 
your territory? Expanded 15, con- 
tracted 18, no change 61. What are 
your plans for the future? No changes 
contemplated 43, intensive development 
of economic trading area 24, expansion 
11, expansion when conditions improve 
5, contraction 4. 

Have you strengthened your sales 
force in anticipation of an early im- 
provement in business? No 68, yes 27, 
either with additional salesmen or re- 
placement with better men. 

Is your inventory low, normal or 
heavy? 48 report low, 46 normal and 
5 heavy. Would any noticeable busi- 
ness improvement make it necessary for 
you to place rush orders with your 
manufacturers? Yes 47, possibly 15, 
no 35. 

Is your general policy to reduce or 
increase the number of commodity lines 
handled? Increase 37, no change 20, 
reduce 36. Have you dropped any du- 
plicate lines? Yes, 26, no 46, do not 
carry duplicate lines 16. What are they? 
Wiring devices 8, appliances 6, fixtures 
4, wire and cable 2, safety switches 2 
and a few other lines, each listed by 
only one wholesaler. 

Have you dropped any lines entirely? 
Yes 23, no 68. What were they? Radio 
4, portable lamps 3, washers 2, refrig- 
erators 2, pole line and trolley hardware 
2, residential lighting fixtures 2, and 
some other lines each dropped by only 
one wholesaler. 


Have you taken on any new lines? 
Yes 49, no 39. What are they? Re- 
frigerators 11, washers 9, radio 8, small 
appliances 7, clocks 6, food mixers 6, 
tools 4, lighting fixtures 4, water heat- 
ers 3, floodlights 3, auto radio 2, ironers 
2, safety switches 2, vacuum cleaners 2, 
ventilation 2, thin wall conduit 2, and 
other lines reported only in single cases. 

Are you separating your sales activ- 
ities between construction and mainte- 
nance materials (supplies) and resale 
merchandise (appliances, radio, refrig- 
eration)? Yes 28, no 41, contemplating 


6 














Wholesalers’ Reports 

on the Merchandising 

Policies of Their Local 
Utilities 


GOOD 


Columbus, Ohio 
Harrisburg, Pa. 
Los Angeles, Cal. 
Milwaukee, Wis. 
Muncie, Ind. 
New Orleans, La. 
Philadelphia, Pa. 
Providence, R. I. 
St. Louis, Mo. 
Syracuse, N. Y. 
Tulsa, Okla. 


FAIR 
Binghamton, N. Y. 


Brockton, Mass. 
Brooklyn, N. Y. 
Charleston, W. Va. 
Dallas, Texas 

Des Moines, Iowa 
Minneapolis, Minn. 
Pittsburgh, Pa. 
Raleigh, N. C. 
Rockford, IIl. 

Salt Lake City, Utah 
Sioux Falls, S. D. 
Washington, D. C. 
West Palm Beach, Fla. 
Wheeling, W. Va. 


POOR 


Albany, N. Y. 
Allentown, Pa. 
Baltimore, Md. 
Bluefield, W. Va. 
Boston, Mass. 
Burlington, Iowa 
Chicago, IIl. 
Columbia, S. C. 
Elkhart, Ind. 
Evanston, III. 
Fort Wayne, Ind. 
Gettysburg, Pa. 
Hartford, Conn. 
Houston, Texas 
Kokomo, Ind. 
Louisville, Ky. 
Lynn, Mass. 
New York City 
Orlando, Fla. 

St. Paul, Minn. 
Salem, Mass. 
Terre Haute, Ind. 
Toledo, Ohio 





2, handle supplies only 10, to some ex- 
tent 4, merchandise specialist helps gen- 
eral salesmen 2. 

What market do you feel offers the 
best opportunity for expansion? Dealer 
47, industrial 45, contractor 28, com- 
mercial 24. Some wholesalers specified 
more than one market. 

Which commodity lines appear to of- 
fer the best prospects for the balance 
of this year? Weighted averages of 
replies show small appliances 21, re- 
frigeration 17, major appliances 16, ra- 
dio 15, commercial and industrial light- 
ing fixtures 14, ventilation 12, wiring 
materials 3, residential lighting fixtures 
y 

Are, you applying the principles of 
THE JOBBER’S SALESMAN’S Plan to your 
business? Yes 44, no 27, not answered 
35. To what extent? Replies appear 
on page 3. 42% of wholesalers return- 
ing questionnaires stated that they have 
adopted the Plan either entirely or par- 
tially. 

Are any of your suppliers furnishing 
you with a definite selling plan at this 
time? No 49, yes 35. Who are they? 
In addition to the General Electric, 
Westinghouse and affiliated manufactur- 
ing companies the following independent 
manufacturers were reported by two or 
more wholesalers: American Blower 
Co., Fitzgerald Mfg. Co., Hammond 
Clock Co., Arrow Division of Arrow- 
Hart & Hegeman Co., National Electric 
Products Co., and Standard Electric 
Stove Co. Comments on this question 
speak for themselves. “No, we have 
constantly requested this information 
from our suppliers.” “No, this is some- 
thing we would like very much to have.” 
“Some few are sending prospects.” “We 
are receiving splendid cooperation from 
a number of our suppliers’ direct rep- 
resentatives in our territory.” 


What is the nature of your suppliers’ 
plans and selling helps? Complete 
sales plans backed by national ad- 
vertising and specialists help (G. E. 
and Westinghouse), definite helps to 
increase dealers’ sales (R.C.A. Radio- 
tron), suggested resale sheets (wiring 
device mfrs.), additional wiring data 
to help contractor increase his volume 
(Arrow), cooperation of field repre- 
sentatives on promotional and mis- 
sionary work and education of sales- 
men (Colt’s), intensified selling to radio 
service men (National Carbon), prizes 
for wholesalers’ salesmen (Fitzgerald), 
direct mail campaigns (several radio 
and appliance manufacturers), suggested 
plans for getting the order, special sales 
campaigns, dealer meetings, cooperative 
advertising, prizes for retailers’ sales- 
men and consumers, and the usual run- 
of-mine dealer helps, such as literature, 
window displays, and local newspaper 
advertisements. 
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Wholesalers’ Comments on Local Conditions 











New England 

“The second quarter of 1931 showed 
a marked improvement over the first 
quarter and also was ahead of the same 
period of a year ago. This was due 
largely to refrigeration and radio. How- 
ever, general conditions seem slowly im- 
proving and should they continue will 
wind up a fair year. 

“We must forget 1929 as a standard 
of comparison and apply our efforts 
very earnestly to a new and adjusted 
scale. Be content with less volume, re- 
duce overhead, practice economy with- 
out panic, and we should produce re- 
sults."—J. J. Gallagher, Westinghouse 
Electric Supply Co., Providence. 


New York 

“In my opinion here are some of the 
evils from which the electrical whole- 
saler is now suffering: 1. Direct sales 
by manufacturers. 2. Fictitious quali- 
fications for wholesalers by manufac- 
turers, for the purpose of evading his 
regular distributors, and using such for 
billing through him orders not in ac- 
cordance with resale prices. 3. The lack 
of interest on the part of the manufac- 
turer in insisting that his distributor 
sell the line at a profit. 4. Sub-standard 
materials used in large volume, in spite 
of all laws to the contrary. 5. Lack of 
cooperative associations.”—N. Gertler, 
Gertler Electric Co., New York City. 

“Business should be good on certain 
lines the balance of this year where 
value is apparent at reasonable cost.”— 
Rk. G. Powers, E. S. & E. Co., Albany. 

“If you can show the wholesaler that 
he is an absolute loser when he sells 
below his cost of operating, and when 
you show the manufacturer that he will 
eventually lose out by selling to a whole- 
saler who resells below his cost you will 
put the electrical business on the 
map.” —B. Davis, B. Davis Elec’l Sup- 
ply Co., Mount Vernon. 


Baltimore 

“We have added three new employees 
within the past month and increased 
the salaries of five others. Our June 
sales were very gratifying, both as to 
volume and profit, very nearly breaking 
our long record.”—Henry A. Shepherd, 
Shepherd Electric Co. 


Washington, D.C. 

“Business has been very good in some 
lines, others bad. The electrical con- 
struction line is particularly hard hit 
but on specialties we expect a fairly suc- 
cessful fall season. We expect no rapid 
improvement and are operating on the 
basis of present conditions. If we can 
get any decided improvement it will be 
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a pleasant surprise for us. Weare taking 
on new lines to build up sales volume 
and are making out satisfactorily on 
that basis.”"—Edwin M. Graham, Na- 
tional Electrical Supply Co. 


West Virginia 

“The wholesaler is his own worst 
enemy. You cannot cover all the terri- 
tory and you can’t get all the business, 
even at lower prices. A wholesaler to 
succeed today must confine his efforts 
to his natural trading area.’—C. C. 
Campbell, Superior Supply Co., Blue- 
field. 

Carolina 

“This year we ran a little behind last 
up to May, which was good, and June 
was by far the best month we ever had. 
Very hot weather, and the resultant 
good fan business, accounted for much 
of this, also a range campaign. If the 
mills get busy in the fall it will help 
considerably as their stocks are low, and 
they have been letting repairs to equip- 
ment slide. Many have a number of 
motors that would need immediate re- 
pairs or replacements if they were to 
open on full time.”—R. M. Johannesen, 
General Electric Supply Corp., Raleigh. 


The Southeast 
“With industrial inventories and 
stocks at the bottom there should be a 
substantial increase in purchases with 
any new business activity. This section 
depends on the coal and iron industries 
and with a pick up in these lines build- 
ing operations and business confidence 
will naturally increase.”—Ben S. Weil, 
Electric Supply Co., Birmingham. 
“Our business is running slightly 
ahead of 1930, which result has been 
due to more active covering of our ter- 
ritory, resulting in an increase in num- 
ber of customers. The building program 
in our territory is considerably below 
last year.” —E. M. Fay, McDonald Elec- 
tric Co., West Palm Beach. 


Indiana 

“Our local territory is highly auto- 
motive, consequently we are now expe- 
riencing the usual third quarter let-up 
waiting for new models to go into pro- 
duction. Fruit and vegetable crops are 
fine and the glass container industry is 
running well ahead of last year. Build- 
ing has been mostly confined to re- 
modeling. Industrial activity has grad- 
ually weakened since April Ist. Bank- 
ing situation is excellent, and business 
failures few, confined to small, weak con- 
cerns. Money is a bit freer. Seasonal 
business in fourth quarter should show 
improvement.”—Leo. J. Hanley, Trian- 
gle Wholesale Electric Co., Muncie. 


Illinois 

“T am still an optimist. The collapse 
in the banking field may prove a surgi- 
cal operation that will prevent a linger- 
ing illness. Losses must be taken on 
excessive real estate loans and build- 
ings recapitalized at their value to oper- 
ate profitably and encourage new resi- 
dential building. The fan motor situa- 
tion illustrates a general condition. The 
combined dealers’, wholesalers’ and man- 
ufacturers’ stocks were not sufficient to 
withstand two days’ active demand. A 
week’s active demand for all lines would 
exhaust all stocks and put everybody to 
work. I really can’t tell you just how 
this is to be accomplished.”—A. J. Mc- 
Givern, Manhattan Elec’l Supply Co., 
Chicago. 

“Industrial activity shows a favorable 
trend. We find some dealers sit in their 
chairs, talk depression and sell nothing 
while others who go out and look for 
business find enough to keep themselves 
busy. We have worked hard on col- 
lections and have adopted stricter credit 
rules, confining our sales almost entirely 
to a man’s ability to pay. If everyone 
would start trying to sell and forget the 
depression we would get along nicely.” 
—E. Von Driska, Rock River Electric 
Co., Rockford. 


Milwaukee 

“Activity in the construction industry 
is more likely to decline than to increase 
for the next nine months at least. Rents 
are going to decline further. Sales of 
real estate will be made at lower prices; 
there will be continued efforts to read- 
just building labor costs to present con- 
ditions, and during this period compara- 
tively few prospeetive builders will have 
sufficient confidence to start new 
projects. 

“T am of the opinion that the low point 
in employment has been reached, and 
that slow but gradual improvement is 
in prospect. This fact, in connection 
with lower living costs, indicates an 
improvement in industrial purchasing 
power this fall and winter. With stocks 
generally depleted, no further decline 
in staple buying should be noticeable.”— 
J.C. Schmidtbauer, Westinghouse Elec- 
tric Supply Co. 


Iowa 

“Tt is my opinion that any improve- 
ment we may enjoy in business this fall 
will have to come from the sale of 
major appliances and we are educating 
our salesmen to spend the major portion 
of their time in helping the dealer sell 
appliances to the consumer.’”—Titus B. 
Schmid, Crescent Elec. Supply Co., 
Dubuque. (Turn to Page 40) 
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VW hy we Combine 


RADIO and 
REFRIGERATION 


Because the peaks in the sales curve of one 

line coincide with the valleys of the other a 

single personnel, sales service and office, 
handles both commodities 


By Hat R. Epwarpbs 


Manager, Merchandising Dept., 
Westinghouse Electric Supply Co., Omaha 


and hard on the problem of eliminating the slack 

season in radio sales which arrives in hot summer 
weather. I am sure this company has striven as con- 
scientiously as the next one to maintain year-round 
volume but, in spite of much improvement, there is still 
that tapering off which will not stay buried. 

Like radio, refrigeration has proved to be a wonder- 
ful addition to the wholesalers’ lines and, also like radio, 
it is undeniably seasonable to a certain extent. Although 
both are sold the year round they each have 
their periods of peak sales, the big volume 
coming at the time when conditions are most 


NOR many years our industry has worked long 


it pay it was necessary to go into it deeply, with trained 
men and adequate facilities. The company had handled 
radio in this manner for several years and when refrig- 
eration came along, it was voted worthy of the same 
kind of attention. But, inasmuch as the high point in 
volume could not be maintained the year round, it was 
obvious that a force of specialists could not be main- 
tained continuously. 

As a result of this reasoning a most important de- 
cision was made as soon as the sale of refrigeration was 
assumed. Realizing that the peaks of the two spe- 
cialties were reached in different seasons, a plan was 
adopted combining the two departments under one head 
with one force of specialists for both. This was done 
by training the radio men, who knew that work thor- 
oughly, to sell, service and engineer the entire line of 
electrical refrigeration sold by the company. 

This system provided an unbroken flow of sales in 
the double department, with no let-down in the activi- 
ties of the single sales force and a tie-in which dove- 
tailed so neatly as to improve the conditions in every 
phase of this specialty work. It meant closer and more 
frequent contact with customers and prospects, improve- 
ment in the morale of our personnel, easier planning of 
advertising, and an intimate (Turn to Page 46) 





favorable to desire and action on the part of 





the public. 

The interesting part of radio and refrig- 
eration merchandising is that their sales peaks 
arrive at exactly opposite seasons. Thus when 
radio, having started in the latter part of July 
or the first of August, reaches its high point 
in midwinter, the opening guns of the refrig- 
eration campaign are just swinging into line 
for the early business of the new year. Nat- 
urally the length of high and low volume pe- 
riods vary, but in the main these two spe- 
cialties operate like two roller-coasters side 
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by side, with the high point on one opposite 
the dip on the other. 
This company went into refrigeration five 
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years ago, when the line was a new and still 
doubtful venture for the wholesaler. To make 
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How Radio and Refrigeration Sales Combine to Form a Steady, 


All-year Business 
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Accounts receivable beginning of month................0e200- $30,000.00 
Sales charged to accounts receivable during current month....... 20,000.00 


eer ree ew eee eee eee ewes seeesreeeereereeseeeeeeeeeeteeesene 


Accounts receivable outstanding close of current month.......... 
























Average working days per month .........<-.cecccccecccces 
: Monthly average accounts receivable Acted i. nc nae a $32,500.00 
2 (months) 
i Daily average charged sales Wey $769.23 


$32,500 


collected 





26 (days) "" 
Number of days average daily sales remain outstanding and not 


$769.23 eee ease ree eese 

























Computing ‘Curnover 


on Accounts Receivable 


turnover on inventories of merchandise is gener- 

ally recognized. Of equal importance, however, is 
turnover on accounts receivable. The first objective of 
every business is to earn an adequate profit on its capital 
invested. Part of this capital is tied up in a stock of 
merchandise and part in merchandise which has been 
sold but is not yet paid for, that is, in accounts receiv- 
able. Hence, actual profits are dependent upon the rate 
of turnover of both inventories and receivables. The 
turnover on accounts receivable also provides a yard- 
stick for measuring the results obtained by the collection 
department. 

The rate of turnover of accounts receivable is usually 
expressed in days. How it is computed is illustrated by 
the typical example shown above. The turnover rate of 
42.25 days means that it would require this period of 
time to sell an amount of merchandise equivalent to that 
represented by the uncollected accounts receivable. 

Another method of judging the efficiency of the credit 
department is to compare the average with the nominal 
credit period by use of the following formula. It mat- 
ters not whether the terms (nominal period) are 30, 60 
or 90 days. 


P | \HE importance of obtaining a satisfactory rate of 


Average accounts 





receivable during ‘ Months | average 
fiscal period LX mS ed eee 
| fiscal [ iod 
. } perio 
Sales for fiscal period } 





period J 
Perhaps an illustration will be more easily understood. 
We will use the same amounts as in the above example 
for receivables and sales for fiscal period. 
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By J. J. BERLINER 


semen for flecal period... ...6..ccecces $20,000.00 
Average credit period— 
($32,500 & 1 month) 


$20,000 

This would indicate that the average credit period of 
accounts receivable outstanding is 1.62 months, although 
the credit terms are 30 days. 

Another method of computing the percentage of col- 
lections is on the basis of outstanding accounts at the 
close of the period immediately * preceding that under 
review. This is obtained by the following formula: 

Collections for fiscal 

period 


OA ae ahs eee 1.62 months 








receivable collected 
during the current 
period 


i cent of accounts 


Outstanding accounts 

receivable at beginning l 

of fiscal period 

In our illustration the initial balance of accounts re- 

ceivable is $30,000.00, the collections for that period 
being $15,000.00. 





$15,000 
neaeeeeecenn SO 
$30,000 mn 


This discloses that 50% of the previous peritod’s ac- 
counts receivable have been collected during the current 
period. 

To obtain results of value, there must be uniformity 
of methods. In computing the percentage of collections 
the information sought is for the purposes of compari- 
son. The comparative figures will not serve their pur- 
pose unless the same method of computation is used in 
each case. 

The information for preparing these statements must, 
of course, be taken from the accounting records. 















There is profitable repeat business in electrical items 
which go into the products of industrial plants. 
This market has been sadly neglected by most 


electrical wholesalers 


Industrials 


F. K. GORKE 


also buy for Fabrication 


E are catering to 
the industrial user 
of electrical sup- 


plies. There are several rea- 

sons for this. In the first 

place, the industrial user 

has excellent credit. Secondly, he appreciates good ma- 
terial and, as it is for his own use, he judges value and 
not price. In the third place, the industrial buyer is 
very fair in his dealings and does not complain un- 
justly. That is why for the past two years we have been 
actively soliciting industrial business. 

In selling electrical goods for production there are 
usually three men to see, the purchasing agent, the en- 
gineer, and the draftsman. The draftsman is important 
because he is the final man and he must be sold. If 
neglected he is likely to raise some last minute objection 
that will hold up the deal. 

Usually there is no trouble in getting past the pur- 
chasing agent to the engineer, the draftsman, and the 
electricians in the plant. The reason for this is that 
most purchasing agents appreciate the advice and sug- 
gestions of these men in regard to their purchases. At 
times tact is necessary to get inside the plant, but if 
the purchasing agent seems doubtful and hesitant about 
a proposition the salesman can usually suggest seeing the 
plant engineer for his angle on the article. 


TEMS sold for fabrication purposes form an inter- 
esting part of the industrial business. This includes 
switches, schedule material, plugs, cord, motors, steel 


boxes and other items. Customers of ours use them 
on sanding machines, pressing machines, conveyors, and 
other products they manufacture. 

One of the chief advantages in selling electrical 
goods for use on machines produced lies in the fact 
that it offers a steady market. This equipment be- 
comes a part of the machines sold, and is described 
in the catalog. For that reason the manufacturer 
does not like to switch from one brand to another as is 
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By F. K. GORKE 


Secretary, H. J. Gorke Estate, 
Syracuse, N. Y. 


the case in other classes of 
trade. 

Another advantage in 
selling parts used for fab- 
rication lies in the fact that 
replacements form a con- 
tinuous and profitable source of revenue. This re- 
placement business continues to expand year after year 
as more of the customer’s machines get into circulation. 

We work closely with our industrial customers in 
order to be absolutely sure that we have a sufficient 
stock of the goods they use on hand and at the same 
time do not overstock ourselves. Manufacturers are 
glad to furnish schedules showing their proposed pro- 
duction as it assures them of stock available to meet 
their requirements. 

The salesman calling on industrial accounts cannot 
see as Many prospects in one day as salesmen in other 
markets. Buyers frequently have to be seen by appoint- 
ment or at certain times when the salesman knows that 
an interview is possible. However, when sales are made 
the orders are much larger than are ordinarily placed 
by the contractor or electrical dealer. 

For example, the manufacturer of a large machine 
was recently in the market for 100 switches, selling 
for a total of about $2000.00. Several calls were neces- 
sary before we could land this order. However, that 
one sale was the first of eight similar orders which were 
placed by that manufacturer during the year. Unless 
unforeseen circumstances arise, this manufacturer will 
remain a permanent buyer of this particular item. 

Breaking into this market is not at all easy—on the 
other hand it is not impossible. The wide-awake sales- 
man can always find some worth while selling point 
about his product. For example, here is a switch that 
goes on a vacuum cleaner. It has a much neater appear- 
ance than the switch at present being used by the manu- 
facturer. Much as the manufacturer regrets changing 
switches, he will do so providing he is sold on it. 

The salesman places one of (Turn to Page 44) 
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Jhe Resale Market 


THE JOBBER’S SALESMAN Plan urges each wholesaler to 
localize his sales activities, to determine the boundaries of 
the territory which he can serve at a profit and then to confine 
his efforts within that territory. His field of activity is divided 
into four major markets: resale, contractor, industrial and com- 
mercial. The application of the fundamental principles of | 
| intensive selling to each of these markets is discussed sepa- | 
| rately, starting with the resale market 1 | 











This is the third installment of E. T. Rowland’s 
chart talk describing The Jobber’s Salesman Plan 


dividual business it is first necessary for the whole- 

saler to localize his sales activities, to determine the 
boundaries of the territory which he can profitably serve 
and then to confine his sales efforts within these geo- 
graphical limits. 

Let us assume that the outer circle of Chart 8 repre- 
sents these boundaries. The small shaded circle in the 
center represents the wholesaler’s present sales volume. 
The white area indicates his probable growth with a 
normal increase in general business if he continues to 
operate as he has in the past. The large shaded circle is 
the potential market for electrical supplies, equipment 
and appliances which exists within the boundaries of his 
economic territory. 

In our Plan we break down this potential field into 
four major markets: resale, contractor, industrial and 


|: applying THE JoBBER’s SALESMAN plan to his in- 





MARKET OF THE 
INDEPENDENT WHOLESALER 














Chart No. 8 
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commercial, and then we consider each one separately. 

First, how can we apply our fundamental principles 
of intensive selling to the Resale Market? This market 
(Chart 9) consists of 20 million wired homes spending 
1% billion each year for electrical appliances. These ap- 
pliances are purchased from 128,000 retail stores 
throughout the country. 

Our problem is to increase our sales of appliances to 
this market. Some of you may say that the appliance 
situation is hopeless because of central station activities. 
We admit this situation is bad in many localities but 
there are definite signs of improvement. At its Atlantic 
City Convention in June the Public Policy Committee of 
the National Electric Light Association adopted a new 
merchandising program. This calls for local utility co- 
operation with all branches of the electrical industry. 
The number of utility companies with a cooperative 
merchandising policy is steadily increasing. We believe, 
however, that the electrical wholesaler needs more ap- 
pliance business and that he can get it even though his 
own local central station may still fail to cooperate. 

Isn’t your big problem to get more people to buy ap- 
pliances, to get a larger share of the consumer’s dollar? 
Can’t you accomplish this by getting your merchandise 
into the right stores in each retail buying center in your 
territory, and then by getting each of these selected retail 
dealers to use all the strategy of modern merchandising 
to persuade the public to buy? We believe it is up to 
you wholesalers to select your dealers. This is Market 
Determination. We also believe it is up to your manu- 
facturers to supply you with strategic sales plans which 
your salesmen can follow through with your dealers. 
This is Market Development. One wholesaler has told 
us that last year he added six new lines of appliances. 
In not a single case did the manufacturer offer any 
assistance in showing him where to sell and how to sell 
the new line. He simply sold the wholesaler a stock 
order and left him to work out his own salvation. In 
our opinion the electrical wholesaler needs to do a better 
selling job in the resale market and he needs the help of 
his manufacturers in doing this job. 
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When these survey charts are completed you 
will have a picture of your market in terms of 
CHART N2] dealer outlets. Your next step is to determine the 


DEVELOPING products to be sold to each outlet. So you send 
THE MARKET CONSCIOUSNESS copies of this survey chart to your various ap- 
OF THE ELECTRICAL WHOLESALER pliance manufacturers. We contend that it is the 


responsibility of the manufacturer to tell you 
LTO GE SENT TO THE WHOLESALER BY THE MANUFACTURER which types of stores are the best outlets for his 
2. TO BE FILLED OUT BY THE WHOLESALER AND RETURNED TO THE MANUFACTURER products. He should know this from his own 


eee experience. And yet we have found many manu- 

LOCAL RESALE MARKET facturers who don’t know. If the manufacturer 

by — (WifeLanales,) City doesn’t know, who does? The wholesaler doesn’t. 
For_ (Daswufastirins) How can the industry function? There is a tre- 


Territory Covered : ; 

soaees mendous lack of information by many manufac- 
petit iane Now “SELLING. h h tten down to brass tack 
GERRIGENT STORES turers who never have gotten down to brass tacks. 


ELECTRICAL DEALERS a - If the manufac- 
CENTRAL STATIONS turer does know 
RADIO & MUSIC DEALERS A j 

HARDWARE STORES CHART No. 2 which are the best 


REFRIGERATOR DeALens | _|WHERE RESALE MERCHANDISE SHOULD BE SOLD outlets, and fortu- 
FURNITURE STORES 1. Show principal Hems of each of your Basic Lines nately some of them 
baUG STORES 2. Indicate with an (xX)or Catalog Number Items in your line best adapted to do know, he sends 
GIFT SHOPS types of re’.:' stores listed you a chart, similar 


TO AERESBORY DEALERS 3. Jo be sent 10 the wholesaler by the Manujocturer after he has received to Chart 11. On this 


JEWELRY STORES Wholesalers Market Survey (Chort Na) chart he copies your 


srereuse Sues are survey. Across the 
LAMPS & SHADES 1 RESALE MARKET DATA CHART/ top he shows his key 


FICE SUPPLY STORES i 
FARM IMPLEMENT DEALERS of items. Under each 


TOY SHOPS for 1 AEP Ee City Z item and opposite 
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CIGAR STORES territory covered 
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GENERAL NOSE STORES 47 CHART OF HIS RESALE MARKET 


Our Plan offers a PFURN Tune STORES. To help the Wholesaler to: 1, Develop preferred Deslershandling his Complete Line 


simple method of se- DRUG one 2. Biminste Unprofitable Accounts 
lecting your retail deal- AUTO ACCESSORY DEALERS 3. Build up Present Profitable Accounts 
gy ue : 

VARIETY STORES #” ‘ . ° 
ers. Perhaps you can ae OT STORES Develop Protitable New Accounts through Selechve 
improve on our method, SPORTING 0005 DEALERS '] Operation of this chart: 1. Place acird | the trate . 
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use a series of three 8 ENT EMERS 2 be cde the nee scouts in eb Field 
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MACHINERY RETAILERS ri 
are only trying to em- TYPE OF RETAILER, i 


phasize the funda- Ch 
cgi art No. 11 
OE TMENT STORES 
mental principle of SE 


market determination. CENTRAL STATIONS 
RADIO & MUSIC STORES 


Chart 10 will enable each wholesaler to survey HARDWARE STORES 
= ——* ° . . REFRIGERATOR DEALERS 
the retail market existing in his own territory. It GENERAL MERCHANDISE STORES 
lists 24 types of retail dealers who are possible out- Pune TURE ST StES 
lets for some kind of electrical merchandise. If I ee eee 
were a wholesaler’s sales manager again I would AUTO ACCESSORY DEALERS. 
° VARIETY STORES 
make a canvass of my territory and fill out one of HL JEWELRY STORES 
these charts, showing the number of stores of each a As (20003, EAE 
ice ‘ nie ‘ . : : PS AND SHADES 
type in my territory and the number I was selling. fo meg 
rhis would give me an idea of the job my salesmen Fd 
. TOY SH 
were already doing. BATTERY SHOPS 
RE 

I ask you as sales managers—should not each ee ae TING 
C . - , “ MACHINERY RETAILERS 
salesman know how many department stores, cen we saatseh 
tral stations, electrical and other dealers, there are 
in his territory, who they are and where they are? Chart No. 12 


Of course he should if he is on the job. 
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each type of dealer which is a desirable outlet for this 
item, he places a cross. You would receive these charts 
from your manufacturers of clocks, fans, heating ap- 
pliances, ranges, vacuum cleaners, washing machines 
and other lines. 

To get a picture of your entire resale market on a 
single chart you would then combine all these separate 
manufacturers’ charts on one master or control chart 
(No. 12). 

Across the top you write in the important products of 
all your manufacturers. In the squares where the manu- 
facturers’ charts show a cross you place either a cross or 
a circle. Columns can also be provided for the number 
of preferred dealers handling your entire line and for 
your gain in new accounts. If you use circles instead of 
crosses the number of accounts handling each item can 
be shown together with a total at the bottom. 

Each of your salesmen should have one of these 
master charts. When completed it would be similar to 
the Resale Market Charts in “The What and Where to 
Sell Section,” ‘which appeared recently in several issues 
of THE JoBBER’s SALESMAN. Only your own chart would 
apply to the actual lines which you handle and would 
include your survey of your own territory. 

What does this chart do for the salesman? It gives 
him a new picture of his resale market in terms of both 
outlets and products. First of all it shows him what 
types of dealers are prospects for enough merchandise 
to justify his cultivating them. Second, it tells him 
every item which he should sell to each of these dealers. 
On each call he can select a definite item to present to 
the dealer until he has covered all the items which this 
dealer should sell. 

Isn’t this method sound? Isn’t it practical? Will it 
not result in your developing more profitable business, 
in your making more money? We believe that it will. 

What does this chart do for your manufacturer? It 
enables his field representative to determine where each 
of your salesmen is strong and where he is weak. It 
tells him just where his cooperation is most needed. 

There remains just one step to complete the determin- 
ation of your local resale market. That is the selection 
of your individual outlets. You cannot sell every retail 
store in your territory, but you do want to give your 
manufacturers adequate distribution in each retail buy- 
ing center in your territory. This selection of individual 
dealers is up to your salesmen. This chart shows them 
which types of dealers will make the best outlets. 

It is very apparent that the electrical wholesaler needs 
to do a different kind of a job if he is to make money in 
this field. Our suggested method may fit your case or 
it may not. We are trying to sell you principles, not 
charts. What we do want to do is to give you a picture 
of your market in terms of selling. 

Then, in order that you may complete the intensive 
development of your resale market it becomes necessary 
for your manufacturers to supply you with constructive 
sales plans which you can use to promote the sale of 
their products through your dealers. 

In the resale market the electrical wholesaler faces the 
competition which we have already discussed. In addi- 
tion he has the competition of non-electrical wholesalers. 
Many hardware wholesalers are handling electrical ap- 
pliances. Some of them maintain separate electrical de- 
partments. Many wholesalers who formerly handled 
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Chart No. 9 


radio exclusively have added electrical appliances in 
order to smooth out their sales curve and to make up 
for the loss in dollar volume caused by the advent of 
the midget set. The Radio Wholesalers’ Association has 
appointed a committee on supplementary lines which is 
encouraging this movement among its 200 members. 

Both hardware and radio wholesalers devote prac- 
tically their entire efforts to retail dealers. They are 
specialists in merchandising and are familiar with the 
problems of the retailer. They know how to approach 
him, how to help him to increase his business on their 
lines. They offer the electrical wholesaler legitimate 
competition and stiff competition, too. Present indica- 
tions are that this competition will increase rather than 
diminish. 

Who will make money in the resale market in your 
local territory, the electrical wholesalers or these non- 
electrical wholesalers who are merchandising specialists ? 
The old line electrical supply house cannot hope to sur- 
vive as a factor in this market unless its executives have 
the same understanding of the retailer as they have of 
the electrical contractor. 

Electrical wholesalers who become merchandising 
specialists need have no fear of this competition. Those 
who lack either the means or the inclination to develop 
their local resale market on this basis will be far better 
off to drop it entirely and to confine their efforts to their 
contractor and industrial markets. 

How far is it possible for the electrical wholesaler to 
go in this matter of specialization, especially in the 
smaller trading areas? We have a chart which we hope 
will assist each of you to solve your individual problem. 
Before we discuss it, however, let us consider the possi- 
bilities of our other major markets. 
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Earnings of 9.2% 
in 1930 


By E. T. ROWLAND 


Marketing Counselor, 


ERY few electrical whole- 
salers earned a net profit 


of 9.2% on their invested 
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the front to the receiving room 
next the loading platform at the 
rear. Three-way switches control 








capital in 1930. In our case study 
this month we will try to bring 
out how a wholesaler actually ac- 
complished this. Concentration 
on large contractor accounts and 
careful supervision of operating 
expenses were largely responsible. 

Located in one of our largest 
cities it was possible to do a vol- 








Volume of Sales..........--$450,000 
Size of Territory......8000 sq. miles 
Population of Territory... ..4,700,000 
_ Character of Business 
Contractors..70% Industrials ..10% 
Retail Dealers .......0+e++-++110% 
Commercial Bldgs..:....++...+.10% 


the lights at either end of each 
aisle. Conduit, wire, cable and 
other heavy merchandise is lo- 
cated in the basement. Conduit 
is stacked horizontally on the 
floor. Less space is required, ac- 
curate stock counts can be taken 
more quickly and the conduit can 
be passed out through a manhole 

















ume of $450,000 last year and to 
obtain 70% of this business from 
large contractors who were finan- 
cially responsible. Most of them were Class A contrac- 
tors doing over $100,000 of work annually and 90% of 
these customers either discounted their bills or paid in 
thirty days. Losses from bad accounts were less 
than 1%. 

Sales expense was extremely low. This was due to two 
things. First, the head of the business spends over half 
his time outside, contacting the larger accounts. person- 
ally and going after important orders himself. The 
expense to the house of the salesmen is directly propor- 
tional to profits. Each of the four salesmen operates on 
a straight commission basis. He is given a moderate 
drawing account which applies against the commissions 
which he earns. These commissions are a flat percentage 
of gross profits from all accounts regularly contacted by 
each man. The salesman furnishes his own car and pays 
all his expenses out of these commissions. Salemen’s net 
earnings last year were close to the average for the 
industry. The previous year, with 40% greater volume, 
their earnings were well above the average. 

The warehouse layout, has been carefully planned to 
allow prompt service with a minimum of handling. All 
stocks are carried on two floors and in the basement. On 
the first floor steel stock bins run from the counter at 
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Case Study No. 9 








in the sidewalk with a minimum 
of handling. Standard packaged 
stocks and bulky merchandise, 
such as lamps and lighting fixtures, are carried on the 
second floor. Pneumatic tubes connect the receiving and 
shipping room with the office and with each floor of the 
warehouse. These tubes which speed up the handling of 
orders have proved to be a decided economy. Deliveries 
are made with two hired trucks, one 2% and one 1% 
ton. The rental, is $75 and $65 per week, respectively, 
including driver and insurance. Delivery expense, on 
this basis, is 1.7% of total sales as against an average of 
0.7% in other houses we have studied. 

All invoicing is done on two Moon-Hopkins billing 
machines which automatically calculate all extensions, 
totalize, and compute gross profits. Although these ma- 
chines cost $1,500 each, they have more than paid for 
themselves in reduced clerical force and increased accu- 
racy. Order routine is very simple, following very 
closely the method described on page 17 of our April 
issue. There is this difference, however, four copies of 
each order are written up instead of three. 

The experience of this house with a perpetual inven- 
tory system has shown it to be costly and, in general, 
unsatisfactory. Hence it has been discontinued. The 
stock-man is charged with the responsibility of watching 
his bins and requisitioning merchandise as needed. An 
inventory turnover of six times last year and a record 
of less than 5% of back orders show this method to be 
both economical and practical. 

Several large contractors buy almost exclusively from 
this wholesaler. A wide line of merchandise is carried, 
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ADMINISTRATIVE 
35% 


"WAREHOUSE 





24% 


PROFIT 








How the Gross Margin Dollar is Divided 


including tools, so that they can obtain practically their 
entire requirements from this one source. Products of 
140 manufacturers are regularly handled and about 
6,000 items carried in stock. Duplicating lines have been 
very largely limited but further economies can be ef- 
fected as three lines each of fuses and wiring devices 
and two lines each of conduit fittings, metal raceway, 
safety switches and vacuum cleaners are carried in stock. 

A business of nearly half a million is handled by a 
total force of only 20 people. These consist of the gen- 











‘STATEMENT OF OPERATING EXPENSES - 














| ADMINISTRATIVE 

1, Executive Salaries and Expenses ae 4.1% 
| 2 Ofte Salaries. 202. .5. Gees F 

| & ros gyn Office Expense ‘ 

a) Postage 4 oon cok i's onc ceca s Bee ; ; o, 
| ' (b) Stationery and Supplies...... + 0.3 1 “ 
| .(c) Telephone and Telegraph........ 0.3 
| (d) Maint., Repairs and Depreciation. 0.0 
eee i Miscellaneous Office Expense.... 0.5 

4. Legal and Collection Expense....... 0.0 
WAREHOUSE 

5. Light, Water & Power. .....-.+.+.-. 0.1% 
6. Repairs and Depreciation ........:.. 0.3 |15 9% 
7..(a) Boxing and Packing....-.-.<...+ 0.1 

(b) Delivery Expense..............- 1,7 
8. Store and Warehouse Salaries. ...... 2.8 

- SALES : i. 
9. Advertising, Donations, etc........-. 0.3% 2.5% 
10. Salesmen’s Commissions. ............ 2.2 a 
_ FIXED CHARGES 

11. Rent and Other Real Estate Charges. 18%| 2.2% 
12, Insurancé,-Taxes.... 002+ seceeeeeee te 0.4} 








‘13. Miscellaneous. ee gee .. 0.0 = 


= OTHER EXPENSES 
14. Interest on Capital and» Borrowed 


a oe ere ee 











nds 0% | | 
15. Loss from Bad Detects 5 Sek wee 0.9 i | 








Breakdown of 18.8% Overload 
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FINANCIAL STATEMENT 
For Calendar Year Ending December 31; 1930 | 


1. Net Sales, after deducting returns and al- 


WSWANCES ie eS $450,000 

2. Cost of Merchandise, including incoming 
transportation ee es ee $355,842 

3. (a) Gross Profit (Item 1 — Item 2)...... $94,158 | 
(b) Gross Profit Rate (Item 3a + Item 1) 20.9% | 

4. (a) Total Operating Expense (Overhéad).. $85,056 


(b) Overhead in Percent of Net Sales..... 18.8% 
(c) Operating Ratio (Item 4a + Item 3a) 90% | 
| ts} Net Operating Profit (Item 3a — Item | 








Se ee eee ee $9,102 
(b) Net ears Profit Rate (Item 5a + 
WOME BS og io a a ev eikc sh cveeet 2.0% 
6. Other Income and Deductions 
(a). Interest Réctived 2. 45 ook. 3 es $26 
(b) Cash Discounts Taken......... $ 8,406 
(c) Cash Discounts Given.......... $10,632 
Minus $2,226 
(d) Total. Detechons iin eck. icscccicne $2,200 | 
7. Net Profit (Item 5a — Item 6d).......... $6,902 | 
& Net Profit Rate (Item 7 ~— Item 1)........ 1.5% | 
9. Merchandise Inventory ................:. $52,000 | 
10. Inventory Turnover, Times per Year...... 6.8 | 
i tl, Investment or Working Capital....:...... $75,000 | 
} 12. Capital Turnover, Times per Year......... 6.0 | 
| 13. Net Profit Rate on Capital Investment 
ae Seas 7 + Item 4) Seis. Dice becws hake so IZM: 

















Financial statement shows 2.0% operating profit 


eral manager, sales manager, credit and office manager, 
purchasing agent, four outside salesmen, service man- 
ager and shipping clerk, two inside salesmen, two order 
clerks, two stock clerks, four office girls and the tele- 
phone operator. 

This wholesaler believes that lighting equipment today 
offers the greatest sales opportunity for both contractor 
and wholesaler. Consequently, the ceiling space between 
the front entrance and the counter is given over to a 
complete display of commercial and industrial units. To 
one side is a display room of residential fixtures. Here 
an overhead grill forms a false ceiling. This gives an 
attractive background to the fixture displays, and does 
not interfere with the overhead sprinkler system. 

Sales contests are frequently held. These usually run 
for three months and cover high profit lines such as 
lighting fixtures, radio tubes and radio sets. The last 
contest was a general one. Points were awarded for new 
accounts, lamp contracts and selected lines of merchan- 
dise. The interest of the salesmen during the three 
month period was maintained by a weekly bulletin 
reporting the progress of the campaign and each man’s 
standing. 

The commercial market yields 10% of total business. 
Profitable accounts have been developed with clubs, 
hotels, hospitals, state institutions and office buildings. 

There is no aimless selling in this organization. Each 
salesman is given a list of desirable accounts to con- 
tact regularly. He receives no credit for business from 
an account which he does not contact. The territory is 
closely watched for available business. All important 
construction jobs are followed through from the very 
beginning, contacts are often made with architects and 
owners, and always with the electrical contractor during 
the entire progress of the job. 
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MEN YOU SHOULD KNOW 


H. J. Baitinger 


President, Baitinger Electric Co., 
New York City 


NDURING enthusiasm is the 
kK dominating characteristic of 

Henry J. Baitinger. One has 
but to look at the man to sense the 
driving force within. To the careful 
observer, those keen brown eyes tell 
a story of their own, of alertness and 
fast thinking coupled with sound 
logical understanding. 

In short, Mr. Baitinger is a man 
who knows what he wants and takes 
a straight line to that end. Not only 
is he efficient himself but it has been 
said of him that his success is in a 
large measure due to his ability in 
recognizing efficiency and potential 
ability in those with whom he sur- 
rounds himself. His tenacity of pur- 
pose is shown by his continuing to 
call personally on a large industrial 
prospect for six years before receiv- 
ing an order. 

A visit to the office of the Baitinger 
Electric Co. will disclose a force both 
dependable and responsible. All new 
employes are carefully selected be- 
cause the chief executive realizes the 
cost of personnel turnover. Changes 
are only made when an individual 
fails to measure up to the standards 
required. Resignations are unknown 
due to the spirit of cooperation which 
exists throughout the organization 
and to the high esteem which the en- 
tire force has for its chief. In spite 
of a 15% salary increase in January, 
1930, Mr. Baitinger has made no re- 
duction in either salaries or personnel] 
since that time. 

He spends but little time in his 
office and yet has an amazing knowl- 
edge of the details of his business. 
If the file clerk has a headache or a 
truck driver is hurrying to deliver a 
rush order on time the head of the 
business always seems to know about 
it. This may be, as is sometimes 
claimed, a sixth sense, but more 
likely it is merely an unusually keen 
sense of observation. 

Most of his time is spent, as it was 
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A Real Executive 


Any man who can start, as did H. J. 
Baitinger, with a capital of only 


in the early days of his 
business career, calling 
on his customers. How- 
ever, the business has 
now ‘become so large 
that it is impossible for 
him to maintain close 
personal contact with 
each account. By keep- 
ing in close touch with 
sales he is able to lead 
his sales force to 
accomplishments that 
could hardly be made 
otherwise. Invariably 
he is seen with a half a dozen 
samples of merchandise in his car 
and this in itself is an inspiration for 
those on the sales force to show 
what they have to sell. At sales meet- 
ings he coaches his men from prac- 
tical experience in the reactions of 
prospects to the item under discus- 
sion that week. Such advice is far 
more effective than swivel-chair the- 
ories or pep-inspiring quota figures 
computed from population data and 
other statistics. 

Mr. Baitinger worked for only one 
firm, Stanley and Patterson, prior to 
going into business for himself. 
There he started as counter man and 
within three years had worked into 
the position of assistant sales man- 
ager. This he held until 1917 when 
ill health forced him to remain away 
from his work for a year and a half. 
When he returned he took a place on 
the outside sales force as the posi- 
tion of assistant manager was too 
confining. This he held until 1923 
when he resigned and went into busi- 
ness for himself with a capital of 
cnly $2,000. He spent $1,200 in get- 
ting his new house equipped. Then 
with a working capital of only $800 
he launched out. From the very be- 
ginning cash discounts have always 
been taken and not a single dollar has 
ever been borrowed from an outside 
source. Due to his business back- 


$2,000 and in eight short years build 
an electrical supply business that does 
a million dollars annual volume— 
without ever borrowing even a 
nickel—who holds three chairman- 
ships in the N. E. W. A., and who is 
also president of a laboratory equip- 
ment company, is certainly a man 


you should know 


ground he escaped the troubles that 
come to many in the first years of 
business and that first year did a 
volume of $100,000. 


LARGE portion of his business 
came from the sale of electrical 
marine supplies and the original firm 
name was the Chapman Marine and 
Industrial Supply Co. After one year 
it was changed to the Baitinger Elec- 
tric Co., Inc. The original staff of 
three included Mr. Baitinger, his 
wife, and an errand boy. Today his 
force has grown to 42 employees. 
Mr. Baitinger is very active in as- 
sociation work. He is chairman of 
the Atlantic division, of the Free 
Lance group and of the apparatus 
committee and is also on the execu- 
tive committee of the N. E. W. A. 
He is a member of the E. E. W. A. 
Besides directing the activities of 
his own company he finds time to 
serve as president and general man- 
ager of the Palo-Myers Co., which 
handles laboratory equipment. 








This is Number 136 in 
Our Series of Prominent 
Wholesalers. 
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SALES OPPORTUNITIES IN INDUSTRIAL FIELDS 
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Ventilating A Basement Shop 


This fan is installed at the Baker Auto 
Parts in Cincinnati. Their shop for 
automotive work on automobiles and 
aeroplane motors is located in the base- 
ment. The fan blows in outside air from 
above the sidewalk, making the shop 
comfortable for the employees. 


v 


Pictures in this section 
through the courtesy of 
American Blower Co.; Bull-Dog 
Electric Products Co.; Cutler- 
Hammer, Inc., and Reflector 
& Illuminating Co. 


v 











A Real Lighting Job 


This unusual floodlighting installation has been re- 
cently installed on one of the lunch rooms of the 
White Tower System in Chicago. The reflectors are 
located under the eaves of the roof and are concealed 
by specially designed hinged glass cover doors. This 
arrangement gives a neat appearance and produces a 
very striking lighting effect. The equipment was sold 
by the Hyland Electrical Supply Co. and installed by 
the Goldberg & O’Brien Electric Co.,both of Chicago. 
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e ¢ AN ALWAYS-BUSY SALESMAN 
SELLING THE NEW JEFFERSON 
PLUG FUSE 


Back view of the New 
Jefferson Display Container. 
Dealer’s stock is neatly racked 
in the most convenient place 
for quick, cheap care of the 


trade, 





Note the Insulator Top of 
black porcelain for safety— 
the clear mica window, which 
with the black top and spe- 
cially formed element shows 
at a glance the condition of 
the fuse, 





SoME NIGHT 


you’LL NEED FUSES 





Nearly everyone who enters a deal- 
er's store will need fuses ''some night". 
The New Jefferson Fuse Display Con- 
tainer persistently tells this story to 
which there is no answer—except to 
spend a few cents preparing for that 
emergency.  Lithographed in four 
striking colors, no eye will miss it. And 
in addition, it is a convenient rack for 
the dealer's stock of fuses—makes car- 
ing for customers far easier and 
cheaper. 

The display also tells the advantages 
of the improved Jefferson Fuses "for 
the Home". The new Insulator Top 





is made of porcelain, one of the best 
insulators—a fuse is replaced with per- 
fect safety. Remind dealers to tell 
women customers that. 

The black top, large window of 
clear mica, and the specially formed 
fuse element make it possible to see 
at a glance whether the fuse is blown. 

Put this always-busy salesman to 
work on your dealers’ counters. It is 
supplied as part of the P-| Assortment 
(100 fuses of most-frequently-called- 
for capacities), at $3.25 net—or the 
P-2 Assortment (200 fuses) at $6.25 


net. 


JEFFERSON ELECTRIC COMPANY 


1519 West 15th St. 


JEFFER 


FUSES FOR THE HOME 


Chicago, Ill. 








ON 
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SALES OPPORTUNITIES IN INDUSTRIAL FIELDS 


Motor Starters 
Pattern ana Machine 
. Shops » 


This installation in the plant of the Superior Pat- 
tern and Mfg. Co., Detroit, was sold by the H. M. 
Hopkins Electric Co. of that city. The electrical 
contractor was the McCarthy Electric Co. 


SARE aes nena 


VA 


myer 


Manual starters installed on band 
saws. 


v v 


Automatic starters installed over- 
head in the metal pattern depart- 
ment. 


LE TT TT RT IA TTT aN 


ay arepaH! 
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Machine tools equipped with overhead automatic Manual starters mounted directly on woodworking 
starters. machinery. 
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NO lias A Time Switch You Can | 
\ \ Sell with Absolute Confidence | 


The Triplex Time Switch offers features of outstanding merit: 

€ Features The Waltham Watch Company's self-starting synchronous 
motor movement with accurate electric time on silver finished 
standard clock dial with raised bronze numerals; the patented 
Mercoid Snap Action Switch Mechanism and Enclosed Arcless 
Mercury Tubes; cadmium plated steel housing (padlockable 
and sealable); in short, a high quality, guaranteed, accurate 
Time Switch at an attracive price. 































° 
¢ Policy 

The Triplex Time Switch will be sold to the electrical trade 

through selected wholesalers only—a definite, clean-cut policy. ; 


EECA ia tH HR eye escenario 


The Triplex Time Switch is a product of the Triplex Prod- 


eye ; oe : a3 
ucts Corporation, a subsidiary of the Triplex Safety Glass 
e Stability : 
e/ 


Company of North America, leading manufacturers of safety 
glass for automobiles and other purposes. 


The Triplex Time Switch will be merchandised through a 
! - 
planned sales program and carried out by an experienced 


+ Sales Plan organization. It will be backed by an advertising campaign 


of far-reaching influence. 


Complete details furnished on request. Send for Trade Price 
Sheet No. 10-J and Envelope Stuffer No. 9. 


More than 32,000 
of your important 
customers will re- 
ceive in September 
our Trade An- 
nouncements of the 
Triplex Time 


Switch. 


© © OMT aerial 



































Back Cover September 
“Electrical Contracting.” 

















Front Cover Sept. 12th 
“Electrical World.” 


TRIPLEX PRODUCTS CORPORATION, Clifton, N. J. 


A Subsidiary of the Triplex Safety Glass Company of North America 
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“OLD LRONSIDES” 


now wired for electric lights 


\ \ HOLESALERS selling 


the marine field will be interested in 
the reconditioning of the U. S. S. Con- 
stitution which included the wiring of 
this 134 year old frigate. This former 
“Ace of the Navy” has again been 
placed in service, largely through the 
penny contributions of school children. 


Back In Service 


The U. S. S. Constitution at the Charleston 
Yard after completion of reconditioning. 





Modern Equipment Installed 


an LG | a : , 2, 
Ld i Sh, ia . : Safety switch and lighting panel 
; sold by the Graybar Electric Co., 
Boston, and installed by the 
Navy's own electricians under the 
supervision of Lieut. John A. Lord. 


v v 


A Forest of Ropes 


The maze of rigging on the up- 
per gun deck presenting an en- 
tirely new problem to the modern 
seaman. 








: 
' 
' 
| 
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HUBBELL TYPE “C” SWITCH 
FOR TYPE “C” LAMPS 

The life of a switch depends upon the manner in 
which the contacts make and break a circuit. Switch 
contacts, not properly designed to carry the enor- 
mous inrush of cold filament load of the type “C” 
gas filled lamp, will bounce, burn and pit. The 
Hubbell type “C” Switch has been tested, tried and 
proven in hundreds of outstanding installations. It 
is your guarantee to longer switch life and mini- 
mum replacement and maintenance. 


Hubbell type “C” Switches are Bakelite with com- 
position, rubber or metal handle, as specified. 
No. 9801 Single pole, 5 amperes, 250 volts; 10 amperes, 125 volts 
No. 9802 Double pole, 10 amperes, 250 volts 


No. 9803 Three-way, 5 amperes, 250 volts; 10 amperes, 125 volts 
No. 9804 Four-way, 2 amperes, 250 volts; 5 amperes, 125 volts 





No. 9805 Single pole, 20 amperes, 250 volts 
No. 9806 Double pole, 20 amperes, 250 volts 


HUBBELL SWITCH AND CONVEN- 
IENCE OUTLET COMBINATION 
This modernistic switch and convenience outlet 
combination, fitting a standard single gang a 


vides an extra outlet wherever a switch is installed. 
10 Amperes— Single Pole— Double Pole—250 Volts 


HUBBELL UNIPLEX, DUPLEX, 
TRIPLEX SWITCHES 
A small toggle switch combination in one, two or 


three units, mounted in a single Bakelite box, fit- 
ting a standard single outlet box. 

This line is furnished in single pole, double pole, 
three-way, four-way, with common feed or sepa- 
rate feed in over thirty combinations of handle 
and locking type switches. 

A thorough knowledge of these “up-to-the- 
minute” switches will increase your sales 


and profits. 


HARVEY HUBBELL, INC. 
BRIDGEPORT, CONN. 
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There's a big demand 
for this type switch 
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ell the 


idea of 


co aie 
Ex-Governor of Connecticut John H, 
Trumbull, President of The Trum 
bull Blectric Manufacturing Com- © 
pany, believes in the modern mode of 


transportation. He is an expert pilot, 
holding Private Pilot’s License No 
1315 


to your industrial plant 
customers 


The fact is that although the modern-minded executive may not actually take to the air in a 
plane he easily sees the value of any proven medium that affords something better. 


The tempo of the times calls for speed . . . economy ... up to the minute performance in 
every respect. 


Old equipment falters and fails under the strain of today's competition. 


Manufacturers must MODERNIZE to keep ahead in the race. 


No. 64362 Many plants have already prepared to get the business that is bound to come by revamp- 
The NEW “Circle T’’ Front-operated 
oR. 


Sy Gah ess & aetaite ing factories . . . installing new machinery . . . modernizing methods of control. 
place in modernization programs by 
pees rs ae The saving one company made in one year in installing a modern switchboard almost paid 
Ideal for close ganging on industrial for the new equipment. 
switchboards where space may be lim- 
ited. 
Lower half of cover hinoes at center 
and interlocks with handle. - ° ' 2 cae > 
Handle end Is cletted, allowing fer You can sell products covering a complete system of industrial electrical distribution and 
‘sti k ti ” h it i . 4 
ae control from this one source. And you can feel assured that your customers are getting 
Handle lays close to cover in both the latest in design—the most efficient in operation. 
‘‘on’’ and ‘‘off’’ positions. 
Ent : : : : : ; a a 
a removed by loos Check your lists of industrials and work with them on their modernization program . . . it's 


See pages 20-23, Cat. 15. good business. 


THE TRUMBULL ELECTRIC MANUFACTURING COMPANY 


Dew Yael A GENERAL ELECTRIC @ ORGANIZATION 
60 E. 42nd St. 


Trumbull can help keep any plant “in the running". 


Chicago 


PLAINVILLE, CONNECTICUT 2001 WV. Pershing fi 


Philadelphia Boston San Francisco Detroit Branch 
511-519 N. Broad St. 1002 Statler Bldg. Atlanta 432 Fourth St. 415 Brainard St. 









ee 
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Market for Electrical Supplies 


Compiled Monthly from Reports Made to THE JOBBER’S SALESMAN, by Wholesalers, on Market and 
Price Conditions for 22 Key Products. Numerals Indicate Number of Wholesalers Reporting in the 


Respective Territories. 
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EASTERN STATES* CENTRAL STATES® WESTERN STATES®* 

MARKET PRICES MARKET PRICES MARKET | PRICES 

coMMoDITY eres | fe | Mes | set | es | Se 
Sif s oleis cilsis 

Transformers, insulators, distribution 

COUIMINNI a 64 Kasse doce sdceaoen ss 1 6 | 14 0 | 16 1 2/10/15] 0}; 20; 2 1 4/10/ 0; 12] 0 
Poles and pole-line hardware........... 0; 4/14] 0/15; O 1} 9|20/] 6) 13 we 0; 6] 9] 4 + 
Switchboards and accessories........... 0/12/;12]} 0;18] 1 1/ 6|22; 0; 18] 2 0; 7/;10] 0 15 Oo 
Motors and control apparatus.......... 2) 13 ry 0;19{ 1 1/14/20] 0] 26] 1 1/ 4/11] 0j| 14 oO 
Salty Encuestas viancoep tds 7/21} 6) 1/21] 3) 7/22/10/ 1/29] off 4] 7/11] 3} 17] 0 
Wickan Ge a 6 bn bbedics cevecesceccss 71;20/] 8{ 0({ 12] 14 5 | 22/14] 1] 14] 16 1/13] 8] O| 9] 10 
Conduit and fittings.............00.00- 9/17] 9| of19| 7] 7/22/11 | 1/26] 4] of13] 9] of17| 2 
Fuses... ccaaeluceetebietidessdeeiee cues 6/21; 8] 0] 23] 3 5 | 22 | 13 1; 28); 1 0;13] 9} 0/19] 0 
R. Cy Cs cocks th secsc cues 12}18;} 5] 5]13] 6 5§|27| 8; 1] 9] 21 2/11}; 9) 1] 7] 11 
W. FP. Waa air ah hos bis os oe ta cenesa STRAT MT Lier Ff 3] 13 | 24] 11] 12] 17 1 8}12]} 0] 7/11 
Lembiis a aa asa sana s4 as 3120/71 0/26} off 6|15119| 0|30| of 1}12| 0| ol19| 0 
IndustR GOO ccadsin bs ccvenceces 2;15/18] 0/| 26] 0 3/13 ]}25}] 0] 31] O 1/ 8/12; 0; 19 Oo 
Commercial lighting units.............. 2} 9121) O; 2} 1 5|13]23] 0; 29] 2 0; 9/13] 0; 17] 2 
Residential lighting units.............. 1/12/15} of] 16] 5] 2/10/18] o(19| 3]) o| 8| 9| of 12] 1 
Street lighting equipment.............. 1/ 3/14] 0/13] off o| 3]1i7] of17| off of 2|11] of 12] oF 
Heating GRRMONIOB.. c6cccccccccesccees 2/ 8| 22] 0; 20] 3 0; 6|27]| 0; 21] 6 zt 4}15] 0 13] 4 
Motor driven appliances..............- 3/15|/10| o]1s| 2\| 2| 6118] of/20] 2\| 1] 4/13) 0/15] 0 
Pam. causes Gestdiatdpas gn'nesktecnys 11 | 21} 3] Oj} 24) 0 “29° 11 1] 0; 32); 0 71 St @1 OF ISE OC 
RaW chacudittics tas atexcupek sce: 2} 5|/15| o| s}/10f| of 4/19) o| 8/10] of 1/15] of 7| 5 
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ALL 22 LINES COMBINED 


EASTERN STATES 


CENTRAL STATES 
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Good Fair Poor Good Fair Poor Good Fair Poor 
July 15, 1931—August 15, 1931 ......... 13% 45% 42% 12% 38% 50% 5% 39% 56% 
Same Period Previous Month.......... 11% 46% 43% 11% 43% 46% 8% 50% 42% 
Same Period Year Ago................ 15% 46% 39% 14% 46% 40% 21% 51% 28% 






































*Eastern States include all between the Atlantic Coast and the eastern boundaries of Ohio, Kentucky, Tennessee and Alabama; Western 
States include all between the Pacific Coast and the eastern boundaries of N. Dakota, S. Dakota, Nebraska, Kansas, Oklahoma and Texas. 


Central States include all between. 
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Jobbers Salesman 


W. J. McLAUGHLIN, £ditor 





We 
Believe ‘That— 


1 Market determination is absolutely essen- 
tial and is the joint responsibility of the 
manufacturer and the wholesaler. 


2 Intensive selling must take the place of 
order taking. 


3 The manufacturer must recognize his 
wholesalers as partners, not as customers. 


4 Wholesalers must adopt a simple, but uni- 
form cost accounting system. 


5 The public utilities should merchandise 
under conditions which are not unfair to 
wholesalers and independent dealers. 


6 The formation of local and geographical 
groups of wholesalers is to the best inter- 
est ef the industry. 


7 The electrical wholesaling industry has a 
splendid future ahead of it, provided its 
potential possibilities are fully realized. 











Some Utilities 


are Cooperating 


HOLESALERS replying to Tue 

JopBEr’s SALESMAN’s recent question- 

naire reported their opinions as to the 
merchandising policies of their local central 
stations. Replies were received from 49 cities 
(see page 6). Utility cooperation was re- 
ported as “good” in 11 cities and as “fair” 
in 15. This is indeed encouraging. In 23 
cities, however, came reports of either 
“poor cooperation or “no cooperation what- 
ever.” 


It is quite evident that the utility mana- 
gers in these 23 cities have failed to con- 
vince their local electrical wholesalers that 
they are ready and willing to adopt a mer- 
chandising policy which will allow these 
wholesalers and their dealer-customers to 
compete on a fair and equitable basis for 
their share of the available appliance and 
incandescent lamp business. 

We note that several of these “poor” cities 
are served by Insull properties. At a lunch- 
eon of the Electric Association of Chicago 
last April, D. F. Kelly, chairman of the Joint 
Merchandising Committee, presented his 
views on the merchandising situation. These 
views were essentially the same as the Mer- 
chandising Procedure approved by the pub- 
lic policy committee of the N. E. L. A. at 
Atlantic City in June. Samuel Insull, Jr., 
who presided at the Chicago luncheon, 
closed the meeting by saying that Mr. 
Kelly’s address contained “nothing to which 
we cannot agree”. 

With the new merchandising policy of the 
N. E. L. A. endorsed by utility executives 
of the calibre of Mr. Insull, it is to be ex- 
pected that conditions in many of these 
“poor” cities will soon show signs of im- 
provement. 


An Indictment 
of the Wholesaler 


HE letter from a range manufacturer 
TT on page 52 is both frank and construc- 
tive. The example which he cites is by 

no means an exception. It must be admitted 
that the average electrical wholesaler is not 
the factor in the distribution of appliances 
that he might be. He is woefully apathetic 
to his local merchandising situation. Our in- 
dustry was not represented, either by its 
national association or otherwise, on the re- 
cent Joint Merchandising Committee which 
brought about a change of front on the part 
of the utilities. This is a sad reflection on 
the indifference of the electrical wholesalers. 
The wholesaler performs just three func- 
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tions: selling, warehousing and collecting. 
His primary function is selling, the other 
two naturally follow. He cannot success- 
fully sell unless he has at least a fair con- 
ception of his local market. Therefore, the 
first consideration of local groups of whole- 
salers should be their markets and the devel- 
opment of plans to secure their fair share of 
the available business in these markets. 


Fortunately, some electrical wholesalers 
are successfully merchandising appliances 
and are a real factor in their own territories. 
A recent survey by Electrical Merchandising 
showed 39 utilities reporting range pur- 
chases from wholesalers as against 24 buy- 
ing direct from manufacturers. This proves 
conclusively that the electrical wholesaler 
can function in the resale market and that 
he is doing so in some localities. But until 
wholesalers in every trading area, through 
their own local associations, give their mar- 
keting problems first consideration and make 
themselves recognized as a real factor in 
appliance distribution, manufacturers will 
continue to be skeptical of the industry as a 
whole. 


It is quite apparent that the industry has 
a sales job to do on the major appliance 
manufacturer. A leader is needed in each 
city to awaken his fellow wholesalers to the 
seriousness of the situation and to obtain 
recognition of the electrical wholesaler as a 
vital factor in the appliance field from both 
utilities and manufacturers. The accomplish- 
ments of the Mohawk Valley Club in New 
York State prove it can be done. Action is 


needed—NOW. 





List Prices 


of Radio Sets 


ESOLUTIONS have been presented 
to the Radio Manufacturers’ Associ- 
ation by at least two important radio 

trade associations urging an increase in the 
list prices of radio sets. It is contended that 
the cost of making the individual sale neces- 
sitates a larger dollar profit. Until the ad- 





vent of the “midget” set radio was distinctly 
a specialty sold by specialty methods with 
a correspondingly high sales cost. The mar- 
gin of profit on the midget set is inadequate 
to cover sales costs if sold on the same 
basis. During the past year, especially, the 
American public has developed an entirely 
new conception of values. Today as never 
before they are buying strictly on a basis 
of value. Will radio manufacturers dare 
run contrary to this trend and attempt to 
increase retail prices at this time? It would 
appear only logical that they will not. 

The viewpoint expressed by Powell Cros- 
ley at a conference between radio manufac- 
turers and representatives of the radio press 
during the recent Chicago Trade Show de- 
serves careful consideration. Console mod- 
els selling for over $100 are purchased by 
persons with at least fair incomes. The 
cream of this market has long since been 
skimmed. The portion of the market still 
to be sold will be reached by specialty sell- 
ing methods as heretofore and adequate 
margins should be provided both wholesaler 
and dealer. 

The small set, however, opens up two dis- 
tinctly new markets. One of these is the 
additional set market. Homes already 
equipped with a large set can be sold one 
or more small sets for the individual use of 
different members of the household. The 
second market is the home of the small 
wage earner who never could afford to pay 
in excess of $100 for a radio set. Both of 
these markets are tremendous and radio 
manufacturers are keenly aware of their 
possibilities. They will be reached through 
channels of distribution whose selling costs 
are sufficiently low to allow them a profit 
on each sale, but these channels can not af- 
ford to employ specialty selling methods. 

Reduced operating expenses are the order 
of the day in all lines of business. Radio 
wholesalers and dealers can _ profitably 
reach the small set markets only provided 
they cut their costs of handling these 
smaller unit sales. Otherwise they will flow 
through other channels, such as department 
stores, which are set up to profitably handle 
unit sales of this size. 
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NEws 


from the Wholesale Field 





New Officers Elected 
By E.E.W.A. 


The newly elected officers and 
board members of the Eastern Elec- 
trical Wholesalers are as follows: 
Joseph Kurzon, president; Julian 
Hawks, managing director; Jack 
Korn, first vice-president; Robert 
Samon, second vice-president; N. 
Gertler, treasurer, and Martin Neu- 
man, secretary. 

Members of the board of govern- 
ors are: I. Jaffe; A. G. Lichenstein; 
J. A. Obermaier; R. Beller; A. Bel- 
ler; M. Zucker; A. Greenfield; H. 
Josephs; W. J. Kranzer; M. Zucker 
and J. Starobin. 


* * * 


General Electric Personnel 
Changes 


Herman Garfunkel has resigned as 
manager of the Jersey City branch 
of the General Electric Supply Corp., 
and has been succeeded by L. Van- 
Sant who was formerly service man- 
ager. G. F. Kehoe is now manager 
of the Niagara Falls branch of this 


i Nona JOBBER’S SALESMAN maintains men in the field, it sends out 

monthly “what’s the news sheets” to every wholesaler and it gladly re- 

ceives voluntary news contributions and snapshots from wholesalers and 

their salesmen. All this enables it to reflect from month to month the per- 

sonal element in the industry. Your co-operation is solicited in making this 
human side of the magazine more interesting 


company and Orlo Thompson will act 
as service manager. 

L. C. Arnold, formerly division 
manager supply sales, has been made 
division manager appliance sales and 
acting division sales manager at St. 
Louis. P. J. Boulden becomes acting 
division manager supply sales. 

E. R. Morphew is now division 
service manager at Detroit instead of 
Chattanooga He replaces C. J. Ritz- 
man who has been transferred to the 
headquarters staff. 

The north and south side branch 
houses in Chicago have been discon- 
tinued. a 


Electrical Supply Opens New 
Warehouse 


The Electrical Supply Co., Pon- 
tiac, Mich., has opened a new ware- 
house at 47 E. Milwaukee Ave., De- 
troit, Mich., which will enable this 
house to better serve its old and new 
customers in and around Detroit. 
The warehouse carries a full line of 
stock and a large parking space ad- 
jacent to the building is a helpful 


convenience. 
é 





Ensign in New Quarters 

The Ensign Electric Supply Co., 
Minneapolis, will occupy the entire 
first floor, with warehouse on the 
third floor of the Daily News Build- 
ing, 601-611 Fourth Ave., So. The 
company is also distributing the 
Trav-ler line of radios and a com- 
plete line of residential lighting fix- 
tures. No personnel changes in con- 
nection with the moving to a new lo- 
cation have been announced. 

ee oe 


Lake Michigan Club Meets 
September 28-29 

The fall meeting of the Lake 
Michigan Club will be held at French 
Lick, Ind., September 28-29. Round 
table conferences will be held on 
problems of vital interest to whole- 
salers and manufacturers. Frank H. 
Shumaker, South Bend, Ind., is 
chairman and Arthur F. Hearl, Chi- 
cago, is secretary of the club. 

The sessions will be held on the 
first two days of the same week as 
the fall meeting of the Great Lakes 
Division, N.E.L.A. 








Attention Wholesalers’ Salesmen 


Be Sure to Have Your Sales Manager Countersign Your August Score 
Card For THE JOBBER’S SALESMEN Summer Sales Prize Contest and 


Mail It to Us on or Before September 21. 


July winners will be announced in the October issue. 
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versal jobbers with the new items 
in our line of electrical household 
appliances, we will conduct a sales 
contest during the month of Septem- 
ber—begins the 1st and ends the 30th. 


|. acquaint the salesmen of Uni- 


Many of you have sold more UNI- 
VERSAL Appliances in one week than 
is required by the rules of this con- 
test—you have a whole month in which 
to earn one or more of these worth- 
while prizes. 


Electrical dealers will have received 
the new UNIVERSAL catalog by Sep- 
tember Ist, acquainting them with the 
best sellers in the UNIVERSAL line, 


including the newest items. 





4E TRADE MARK KNOWN IN EVERY HOME 





v LANDERS, FRARY & CLARK. NEW BRI TAIN, CONA 


BOTTLE WARMERS 
CURLING IRONS PORTABLE HEATERS 
ELECTRIC COOKERS PERCOLATORS 
ELECTRIC IRONS 
FLOOR POLISHERS 


HEAT PADS 


NEW VALUE 
IN CHROMIUM FINISH 


—for selling $500 


for selling $500 worth of Universal Electrical 
get one 
of these brand new Raleigh Pattern Urn Sets. Beauty 


Appliances and Vacuum Cleaners, you will 


and utility—that retails at $34.75. 


UN IVERSAL 


MIXERS AND BEATERS 


JUICE EXTRACTORS 
TEA SETS & SAMOVARS 
HOT WATER KETTLES VACUUM CLEANERS 
WAFFLE MOLDS, ETC. 





LANDERS, FRARY & CLARK =-:- 


a prize sales 


Make September your UNIVERSAL 
month—not a lot of extra effort is 
necessary to earn these UNIVERSAL 
prizes—they are brand new additions 
and you will enjoy their use in your 
own homes, or if not a householder, 
you could use them for future gifts— 
wedding or Christmas presents. In 
the event of ties, two prizes will be 


awarded. 
And 


these are 
the prizes 


—can you 
earn one 
or more ? 

—you 
certainly can 





NEW DEVICE 


—for selling $350°° 


for selling $350 worth of Uni- 
versa! Electrical Appliances and Vac- 
uum Cleaners vou earn one of these 
Universal Combination Mixer and 
Juicers. Handy in your home. Re- 


tals at $23.50. 





Miss Universal announces 


contest for 


iobber’s salesmen during 
the month of September 


If you wish one of the new UNI- 
VERSAL catalogs for your personal use 
as a sales aid, send us your name and 
home address and a copy will be 
mailed immediately. 





—forselling $150°° 


for selling $150 worth of 
Universal Electrical Appliances 
and Vacuum Cleaners, you will 
receive one of these brand new 
Universal Automatic Toasters. 
It’s a dandy—retails at $9.95. 





NEW PATTERN 


—for selling $200°° 


for selling 6200 worth of Universal 
Electrical Appliances and Vacuum Clean- 
ers, we present you with oue of these new 
pattern Universal “‘High Boy’’ 7-cup Per- 
colators. Retails at $12.50. 





NEW INVENTION 
—for selling $250°° 


for selling $250 worth of Universal 
Electrical Appliances and Vacuum Clean- 
ers, wou earn this Universal Automatic 
W affile Iron—it retails at $14.50. 


NEW BRITAIN, CONNECTICUT 
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Know YOUR SUBJECT 


Here’s a cardinal principle in selling 


electrical appliances « « « KNOW AND USE 


WHAT‘S IN THE MANUFACTURER’S ADVERTISING 


Your retailer looks to you for guid- 
ance —for suggestions on what to buy, 
what items sell best, how they can 
be sold most easily. Your success in 
making sales depends largely on how 
definite and result-producing your sug- 
gestions are. 

Here’s one suggestion that will in- 
crease both your sales and those of your 
retailer. See that the story you give your 
retailer and that what they tell the public 
is the same story told by the manufac- 
turer's advertising. If you, the retailer and 
the advertising are all saying the same 


thing everybody will make more sales. 


* 


This is an obvious principle in selling electri- 
cal appliances. To take full advantage of the 
advertising behind the lines you sell you 
and your retailers must put some study on 


the advertising itself. 


To make this just as easy as possible the 
main sales points from Toastmaster and 
Wafflemaster advertising are given on the 
opposite page. See that you know them and 
that your retailer uses them. Go over them 
with your retailer and his clerks. By doing 
so you'll help him make sales and get his 
good will. 


Check your dealer's inventory. See 
that he has all these items in stock. Take 


his order accordingly. 


WATERS-GENTER COMPANY 


Dept. L9, 219 North Second Street, Minneapolis 
A Division of McGraw Electric Company 


TOASTMASTER 


WAFFLEMASTER 





AUTOMATIC ELECTRIC TOASTER 


MAKES WAFFLES AUTOMATICALLY 





(MADE UNDER STRITE PATENTS) 


(A TOASTMASTER PRODUCT) 
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These are the sales points 


1. Toastmaster is popular. 


. “Here, Mrs. Jones, is one of the most 
popular table appliances we have 
ever sold—the famous Toastmaster 
automatic toaster. It not only makes a beautiful gift, but is 
one of the most useful table appliances you can buy— 
one you will use day after day the whole year ‘round.” 





2. Toastmaster Toast is better toast. 


“Toastmaster, Mrs. Jones, makes better toast than toast 
made in other ways. Toastmaster Toast is made and served 
hot on your own table. It is crisp and golden outside, hot 
and tender inside. It is never underdone. It is never scorched. 
It is perfect toast, evenly browned to the color you want 
every time you make it.” 


3. Toastmaster Toast almost makes itself. 


“With Toastmaster, Mrs. Jones, the toast practically makes 
itself while you are going about your other duties. Toast- 
master needs no watching, no turning. You put in the bread 
and push down one lever. When the toast is made it pops 
up and the current shuts off. The toast stays hot until it is 
served. Toastmaster spills no crumbs. It is completely auto- 
matic and the simplest of all automatic toasters.” 


4. Taast whenever you want it. 


“The feature that Toastmaster owners like best about Toast- 
master after they have had it for any length of time is that 
it enables them to serve toast much more frequently. Toast- 
master makes toast-making so simple and so effortless that 
it enables you to give your family toast whenever they want 
it—not just for breakfast, but for any other occasion, for 
dinner, tea, snacks and sandwiches.” 

“For the average family the 1-slice Toastmaster at $12.50 
will make more than enough toast for your needs. For 
greater capacity the 2-slice Toastmaster at $17.50.” 


Get your dealers to tell this story to their customers and they'll make sales. 






on 


Toastmaster and Wafflemaster 


1. Waffles are delicious. 


“This, Mrs. Jones, is the Wafflemaster, made by the makers 
of the famous Toastmaster. It is one of the most successful 
table appliances we sell. 

“Waffles are one of the most delicious of all foods when 
properly made. Everyone likes them. Practically no one ever 
gets enough of them. They are good at breakfast, at dinner, 
for late hour snacks, whenever you have company.” 


2. They can be served in many ways. 


“The best known waffle, Mrs. Jones, is the ordinary waffle 
served with syrup and butter. But there are any number of 
other waffles that are easy to make. Ginger-bread waffles, 
corn-bread waffles, banana waffles,and hundreds of others. 
The result is that when you own a Wafflemaster you will 
use it much more frequently than you would ever suppose. 
Wafflemaster enables you to serve a very charming meal 
at a moment's notice. If company comes in unexpectedly 
you can always serve what you were going to serve plus 
waffles. The result is a meal that requires no apologies.” 


3. Wafflemaster Waffles almost make themselves. 


“Wafflemaster makes waffles automatically. You never 
have to guess, Mrs. Jones, whether your Wafflemaster is 
ready. A tiny light tells you when to pour in the batter. And 
you never have to look to see whether the waffle is done. 
The light tells you when to take the waffle out. Waffle- 
master is always at the right temperature for the next 
waffle. It never cools off nor overheats.” 


4. Uniform waffles—the first is as good as the last. 


“The result is, Mrs. Jones, that with Wafflemaster you have 
absolutely perfect waffles every time you make them. There 
is no spoilage. The first is as good as the last, and that is 
the test of any waffle iron. Wafflemaster is very low in 
price—$14.50.” 
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ive News 


bout Live Ones , 





C, FRANKLIN Faroo, formerly 
with the McKenney and Waterbury 
Co., Boston, Mass., is now on the 
sales force of the Sager Electrical 
Supply Co. of the same city. 


A New counterman, L. E. Reager, 
has been employed by the Service 
Electric Supply Co., San Jose, Calif. 


Wa ter A. JoHNSOoN, formerly 
with the Northland Electric Supply 
Co., and Ross S. Thomas are now 
with the Midwest Electric Co., Inc., 
Minneapolis. Mr. Johnson will cover 
the city and Mr. Thomas will be in 
the western part of the state. 


O. C. Mitts, formerly with the 
Piedmont Electric Co., of Asheville 
and Greensboro, is now on the sales 
force of the Electric Supply Co., 
Asheville, N. C. 


THE MONUMENTAL ELECTRICAL 
Suppty Co., Baltimore, has added 
S. T. Phipps to its sales force. Mr. 
Phipps, previous to this connection, 
was with the Westinghouse Electric 
Supply Co. of the same city. 


Ep SCHLINSKI, former truck driv- 
er with the Electrical Warehouse, 
Inc., Detroit, Mich., has been pro- 
moted to head counter man. Sidney 
Wade, a city salesman for this com- 
pany, has resigned to take a position 
with the Canadian Custom Service. 


WALTER M. Jones has been em- 
ployed by the Westinghouse Electric 
Supply Co., Chicago, as a dealer 
contact man on refrigerators. 


THe Sutton ELectric Suppiy 
Co., Wichita, Kans., has employed 
E. D. Lyons as appliance specialist 
to cover its entire territory. 


F. J. Weer has been employed 
by the Baldwin-Hall Co., Syracuse, 
N. Y., to cover Syracuse on indus- 
trial plants. For the past eight years 
Mr. Weider was in the employ of 
the Syracuse Supply Co. 


G. L. ScHRICKER has been pro- 
moted to division manager of ap- 
pliance sales at the Sterling Electric 
Co., Minneapolis. Mr. Schricker has 
worked the Idaho territory for the 
past 12 years. 


H. Q. HarrInGAN is now with 
the New York branch of the Gen- 
eral Electric Supply Corp. 


J. J. Korpsett Co., Sheboygan, 
Wis., has added E. A. Ringenburg to 
its sales force. 


FE. H. Born, formerly with the C. 
J. Litscher Electric Co., Grand 
Rapids, Mich., has been employed 
by the Capitol Electric Supply Co., 
Lansing, Mich., to cover the southern 
part of the state. 


THE M. & A. Exectric Co., Jack- 
son, Mich., has recently added D. H. 
Wolfe to its. selling staff, to cover 
the southern part of the state. Mr. 
Wolfe was formerly with the Capitol 
Electric Supply Co. of Lansing, 
Mich. 


THREE new salesmen, W. H. Cook. 
C. Rust, and A. Berry, have been 
employed by the General Electric 
Supply Co., St. Paul, Minn. 


A News item in the August issue 
of THE JoBBer’s SALESMAN stated 
that J. C. Major was a new city sales- 
man with the Gilham Electric Co., 
Atlanta, Ga. Mr. Major left the em- 
ploy of this company the early part 
of 1931 and W. W. Clayton is as- 
sisting P. C. Gilham, Ir., in covering 
the city trade. 


J. E. Connen has joined the sales 
organization of the Northland Elec. 
tric Supply Co., Minneapolis, Minn. 


W. F. CLevELAND, formerly sales 
manager for the Westinghouse Elec- 
tric Supply Co. at St. Louis, is now 
manager of the company’s houses 
in Oklahoma with headquarters ar 
Oklahoma City. E. I. Jones, whom 
Mr. Cleveland succeeded, was ap- 
pointed division refrigerator man- 
ager in charge of refrigerator sales 
for Oklahoma and Texas. His head- 


quarters will be in Dallas. 
“oe 


Changes in Personnel 
THe Parr Etectric Co., INc., 
New York, takes pleasure in an- 
nouncing the association with the 
company of Arthur F. Stanley, for- 
merly with Stanley & Patterson, Inc. 





President Van N. Marker of the Revere Electric Co., Chicago, was not content 
to have “Just another booth” at the National Convention of the Universal Crafts- 
man’s Council of Stationary Engineers, held at the Stevens Hotel, August 3 to 7. 
He sought to secure motion and eye appeal and he certainly succeeded. Tying in 
with the name “Revere” Miss Mary Raymond, as a Colonial maid and Miss Mil- 
dred Jeffers, as Paul Revere, served the visitors while salesmen Charles Schulke 


and N. J. Abbott were the chefs. 
and 1,000 circulars distributed. 


In one evening 540 demi-tasses were served 
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Sales Appeal in this New BUSS Light 
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THE- HANDIEST 


Women know what women want. 
That's why thousands of women all over 
the country were consulted to determine 
how BUSS Lights could be improved. As 
a result of 10,724 actual expressions from 
women this new addition to the BUSS 
Light line takes on new style and sales 


appeal. 


All of the popular mechanical features 
of BUSS Lights are retained. But the light 
stands two and a half inches taller on a 
slender, more shapely base. The shade is 
deeper, more graceful and completely 
hides the bulb. Result—a larger circle of 
light and instant acceptance among lamps 
of the ornamental type. 


Two finishes—statuary bronze and a 
soft pastel green—which tests proved 
most popular. This new BUSS Light has 
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the appearance of high priced merchan- 
dise—yet sells for but $3.50. 

The complete BUSS Light line includes 
in addition to the new $3.50 models, four 
popular $3.00 lights finished in statuary 
bronze and ivory with parchment type 
shades and two $2.00 lights, one finished 
in plain bronze, the other in pastel green. 
Thus you have a complete range to meet 
every taste and purse. 


Call your dealers’ attention to the new 
BUSS Lights. Tell them about the BUSS 
seven-light sample assortment and show 
them how to obtain FREE the BUSS 
Electrified Display Stand described in 
your discount sheet. 
BUSSMANN MFG. CO. 

2551 University St., St. Louis, Mo. 
Division of the McGraw Electric Companj 





BUSS Light 








LIGHT: 


IN : 


THe 








WORLD 
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This rosy and rubicund lad, whose 
whole appearance carries an AAAI rat- 
ing, apparently possesses an extended 
criminal rating that would stagger Ed- 
gar Wallace or any writer of mystery 
thrillers. However, it is only by proxy. 
His name is Orville Johnson and he is 
a star road salesman for Graybar of 
San Francisco. It seems that there must 
be a whole flock of Orville Johnsons 
with criminal tendencies, for Orville the 
Good has been often mourned by his 
friends for the misdeeds of Orville the 
Bad. It is really a remarkable case of 
duplication of names, for while the 
electrical man has been covering his ter- 
ritory irreproachably, his carbon copies 
have been serving prison sentences for 
such crimes as hijacking a boatload of 
booze, attempting to knife a man into 
small red cubes, smiting another man 
with an iron bar, and escaping with 
$3,000 from a friendly crap game. 


Jobbers Active in Asso- 
ciations 
S. W. Cooper, JR., president of the 
United Electric Co., Wichita, Kans., 
was appointed chairman of the Kan- 
sas State Baseball Tournament which 
was held recently. 


EpGAR A. SorrELL, manager of the 
Westinghouse Electric Supply Co., 
Peoria, Ill., has been appointed a 
member of the Industrial Commis- 
sion of the Association of Commerce 
of Peoria. 


manager of 


R. M. JOHANNESEN, 
the General Electric Supply Corp., 
Raleigh, N. Car., is conducting swim- 
ming classes at the local Y. M. C. A. 
several evenings a week. 

x ok x 


O. R. Rombach Dies After 
Long Illness 

Otto R. Rombach, store manager 
of the Doubleday-Hill Electric Co., 
Pittsburgh, died on August 2, after 
a long illness. Mr. Rombach, who 
was 55 years old at the time of his 
death, was connected with this com- 
pany for over 41 years. 


Lines Added by Wholesalers 


BALDWIN-HALL Co., Syracuse, N. 
Y.—This house has been appointed 
exclusive distributor in eight counties 
for the Fada radio line. 


W. T. McCutrtoucn ELEctTrRIC 
Co., Pittsburgh, Pa——The Anaconda 
Wire & Cable Co. line will be han- 
dled by this firm. 


KricH DIstriBpuTING Co., New- 
ark, N. J.—This company has re- 
cently added to its merchandising 
lines, the new “Movie Maker” mo- 
tion picture camera and projector. 


Kusec ELectric Co., Chicago— 
This house has taken on the Kolster 
radio for exclusive distribution in 
Chicago and 14 adjacent counties. 
Kolster International is backed by 
the financial and engineering re- 
sources of Mackay Radio & Tele- 
graph Co. 


Harry ALTER Co., Chicago—This 
firm has been reappointed as distribu- 
tor of “Majestic” radios and refriger- 
ators for the Chicago and northern 
Illinois territory. 


NortH Coast Exectric Co., Ta- 
coma, Wash.—The “Philco” radio, 
transitone and accessories will be dis- 
tributed in the western Washington 
territory by this concern. R. H. 
MacCauley, formerly with the fac- 
tory branch, is now representing this 
house in the Tacoma territory and 
southwest Washington. 


This foursome attended the recent 
outing of the Essex Electrical League. 
From left to right, they are: C. G. 
Smith, General Electric Co., Cleveland; 
P. H. Harrison, New Jersey General 
Electric refrigerator distributor; F. H. 
Ames, General Electric Supply Corp., 
Newark, and W. A. Grimes, Westing- 
house Electric Supply Corp., Newark. 





CaPITOoL ELEcTRICAL Supply Co., 
Chicago—This firm has been made 
distributors of the Hart & Hegeman 
line of wiring devices. 


McDonatp EL ectric Co., Ince., 
West Palm Beach, Fla—Hammond 
clocks have been. added to the lines 
handled by this jobber. 


MILLER SELDON ELeEctric Co., 
Detroit—This company has taken on 
the Anaconda line of wiring prod- 
ucts. 


G. & G. Exectric Suppty Co., 
New York—This company has re- 
cently taken on the “Delco” line of 
products, 





Almost all of the Tri-State Electric Co. force at Sioux Falls, S. D., is here with 
the exception of Mrs. Ralph King who, unfortunately, was away when the picture 


was taken. 


Reading from left to right, are: W. H. Gibbs, shipping clerk; James 


Gibbs, store-room helper; Everett Anderson, who is no longer with the company; 
Gifford Benson, store-room helper; Cecilia Walsh, billing clerk; Neil T. Ronan, 
vice-president and manager of sales; Cecil Gilbert, clerk and stenographer; Mrs. 
M. E. Markham, secretary and treasurer; Ruth Achatz, order and stock record 
clerk; R. H. Kelley, purchasing agent; Harry Frank, sales representative; B. C. 
Gregorson, sales representative; James C. Abbott, sales representative, and Allan 
S. Graham, president and general manager. 
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| —help your dealers turn 
| their inventory faster 


In these days of decreased profit per unit sale, 
increased resistance and consequently fewer sales, 
there is only one way that your dealers can show 
a profit. By making more sales. More sales per 
day. At reduced selling costs. That’s just what the 
Mark-Time Switch will enable them to do. They will 
make money selling the Mark-Time Switch itself. 
But more important than that, they will be able to 
make more sales and greater profit from their 
major lines. How? The Mark-Time Prospector’s 
Guide Book tells the whole story. Write for your 
copy today. 





M. H. RHODES, INC. 
Originators of the Mark-Time Switch 
1016 American-Industrial Building, Hartford, Conn. 


Yes, I'd like to help my dealers make more sales. Send 
me complete details of the Prospectors’ Plan for speeding 
up their turnover. 


The Mark- 

Time Switch 
automatically con- 
trols power, light, 
heat and refrigeration. 
This new invention opens 
up new markets for your 
dealers’ major lines in every 
home—every store—every office— 
in brief, in every building that is 
wired for electricity. 


eeeoeooaeecenee 
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Martin Newman, proprietor Hub Electrical Supply Co. has just opened his third 
branch, 311 W. 40th St., New York. Photos show the branch staff and office of 
the new store. 





Jobbers’ Sales Activities 

GENERAL ELECTRIC SUPPLY CorpP., 
St. Paul, Minn.—Washing machines, 
vacuum cleaners and lamps are being 
stressed in the sales campaign being 
conducted by this house. 


NeLtson Exectric Suppty Co., 
Tulsa, Okla.—This firm is stressing 
Crouse-Hinds “Vapor-Proof”  fit- 
tings in its sales activities. 


MoNUMENTAL ELECTRICAL Sup- 
pty Co., Baltimore, Md.—Wiring 
devices of the Arrow Electric Divi- 
sion of the Arrow-Hart & Hegeman 
Co., are being emphasized in the pro- 
motional work of this house. 


ELECTRICAL WAREHOUSE, INC, 
Detroit, Mich.—This house reports 
good results on its campaign on 
Hamilton Beach food mixers. 


WESTINGHOUSE ELECTRIC SUPPLY 
Co., San Francisco, Calif—lIlg ven- 
tilating equipment is being featured 
by the sales force of this house. 


WESTINGHOUSE ELEc. SUPPLY 
Co., Oklahoma City, Okla.—This 
branch has been having fine results 
in its campaign on refrigerators and 


tans. 


MANHATTAN ELECTRICAL SUPPLY 
Co., Inc., New York—A “Universal” 
cleaner campaign and a General Elec- 
tric sun lamp drive has been inaugu- 
rated by this concern. 


Sutton ELectric Suppty Co., 
Wichita, Kan.—Household appliances 
formed the basis of this month’s 
sales campaign. 


GENERAL ELEcTRIC SuPPLY CorpP., 
Houston, Tex.—A home appliance 
dealer campaign has just been in- 
augurated. 

WESTINGHOUSE ELEcTRIC SUPPLY 
Co., Cleveland, O.—Warming pads 
and the new “Columnaire” radio are 
being stressed in the sales activities 
of this company. 


Terry-Durin Co., Cedar Rapids, 
Ia.—This company is concentrating 


its sales activities on the “Hotpoint” 
line. 


PENN ELECTRICAL ENGINEERING 
Co., Scranton, Pa.—Good results are 
reported on the sales campaign based 
on warming pads. 


GREENFIELD ELECTRICAL SUPPLY 
Corp., Brooklyn, N. Y.—The “RCA” 
radiotron campaign has. just been put 


into action. 


Stusss Exectric Co., Portland, 
Ore.—Clocks, food mixers, lamps 
and radio tubes are being stressed by 
this company in its sales activities. 


STERNS ELectric EQuIPMENT Co., 
Buffalo, N. Y.—“Kondu” fittings are 
the center of the sales activities of 
this house. 


ALLEN EL ectric Co., Cleveland, 
O.—The “Brady” sun lamp is the 
center of this company’s sales cam- 
paign. 


WESTINGHOUSE ELEcTRIC SUPPLY 
Co., Peoria, Ill—The Westinghouse 
1000 watt iron is the nucleus of a 
new campaign put on by this house. 


LinptEy ELvectric Suppty Co., 
Philadelphia—This jobber is begin- 
ning a campaign on renewable fuses 
and lamps. 





And they were lined up in front of a beautiful holly tree in front of the United 
States Custom House—these men of the Fobes Supply Co., Portland, Ore. The 


titles given were selected by the victims themselves. 


H. A. Dunlap, general roustabout. 


First at the left came 


Then J. R. McColm, purchasing agent; Jack 


Ballou (Brother Crawford), stock yard clerk; M. F. Hobkirk, assistant general 
roustabout, and L. J. Tynan (Lightnin’), price clerk. 
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System of 


RADIO WAVE 
DISTRIBUTION 


/ A * for plurality 
Cli / fe") of radio sets 


in Apartments ang Institutions 


THIS permanently wired-in antenna system provides for as 
many as 25 radio sets served by one aerial. It brings each 
tenant complete “freedom of the air”’ in getting any broad- 
cast desired, regardless of what other programs may be on 
in other apartments at the same time. Reception is as 
good or better than in sets individually served by separate 
antennae! MULTICOUPLER assures tenant- satisfaction 
with the conditions of radio reception provided by the land- 
lord. It figures as a RENTAL FEATURE of interest to builders, 
architects and owners. Your customer, the Electrical 
Contractor, installs the system complete. 








For increased sales of wiring materials, sell MULTICOUPLER 
for apartment jobs; hotels, hospitals and institutions. 
Prevents defacing of property by unsightly poles and wires 
strung haphazard. Saves damage to roofing. Removes 
a fire hazard. More than 9,000 already installed. Simple 
wiring instructions are furnished your customers. 


At left: Phantom view of No. 3060 
Multicoupler Unit complete, and 
side view, User plugs into Aerial, 
Ground, Power same as he'd plug 
in a lamp or appliance in an ordinary 
Convenience Outlet. At right: the 
Multicoupler. » » » » 


EGEMAN DIVISION 


HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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B. W. Clark Addresses 
League Managers 
Electrical wholesalers were repre- 
sented at the recent convention of 
Electrical League managers, held at 
Association Island, by B. W. Clark, 


B. W. Clark 


executive committee chairman of the 
N. E. W. A., and general manager 
of the Westinghouse Electric Supply 
Co. 

Speaking on the value of the Elec- 
trical League to the wholesalers, Mr. 
Clark said in part: “The electrical 
wholesaler represents an investment 
of $100,000,000 and an annual vol- 
ume in materials that can be stocked, 
of $500,000,000. In his warehouses 
he stocks the products of more 
than 200 manufacturers, combin- 
ing for them the warehousing, the 
daily sales contact, the shipping serv- 
ice, the billing and collecting and the 
handling of service on _ returned 
goods. 

“His investment in receivables is 
$70,000,000 and in _ merchandise 
$75,000,000. He thoroughly believes 
that no one of the manufacturers he 
represents could handle his business 
so cheaply by himself. 

“His organization consists of 
25,000 people, of whom 6,000 are 
salesmen—the only group of men in 
contact with every branch of the in- 
dustry—manufacturers, central sta- 
tions, contractors and dealers. His 
activities are of necessity highly 
localized. 

“Electrical leagues offer to the 
wholesaler his one real opportunity 
for co-operative work for the fur- 
therance of the industry in which his 
future is bound up. To the leagues, 
the personnel of the wholesaler 
should prove a wonderful help in the 


organization and execution of the 
work. 

“League work must be broadened. 
Important new elements are coming 
into the electrical business, especially 
in the merchandising end of it. De- 
partment stores, hardware and house 
furnishing stores, and_ electrical 
household specialists, all are becom- 
ing factors, and they will get strong- 
er as time goes on. We, who have 
given our business lives to this busi- 
ness, may resent, but we cannot stop 
this movement. These men are mer- 
chants, they capitalize markets, and 
they must be recognized as factors, 
and their co-operation sought, other- 
wise they will ride free on the work 
of the industry. League work is per- 
haps more readily carried on in the 
cities, but the need for it is as great, 
if not greater, in the small cities and 
towns. 

“T feel safe in assuring you, not 
only that the wholesalers can be a 
potent force in working out league 
problems, but that they will gladly 
put their shoulders to the wheel.” 


* * * * 


Delinquent Accounts 


The accompanying tabulations 
show the number of delinquent ac- 
counts, the total amounts and the 
average amounts as reported to the 
National Electric Credit Association 
by member manufacturers and whole- 
salers through its various divisions 
for July, 1930 and 1931. Also these 
figures are shown for the first seven 
months last year as compared with 
the seven months just passed. 


R. L. Simon Takes Over 
United Electrical 

Robert L. Simon, president of the 
Metropolitan Electrical Distributors, 
Inc., New York, has taken over the 
United Electrical Products, Inc., 407 
Rockaway Ave., Brooklyn, N. Y. 
The name of the firm is to be changed 
to United Electrical Distributors, 
Inc. The entire store has been re- 
arranged and the fixture showrooms 
have been rebuilt. A complete stock 
of products made by the leading 
manufacturers is to be carried by 


this house. 
* * Ox 


McCullough Issues Catalog 


Catalog No. 8 has recently been 
issued by the McCullough Electric 


Co., Pittsburgh, Pa. 
* * x 


Fixture Release Plan Now in 
Effect 


The plan to introduce new lines 
of residential lighting fixtures only 
twice a year became effective August 
15. It is sponsored by the Lighting 
Fixture Merchants Association and 
the Artistic Lighting Equipment As- 
sociation, 

Under this plan manufacturers 
have pledged themselves to introduce 
lines for each semi-annual period, 
not later than August 15 and Feb- 
ruary 15, respectively. The manu- 
facturer thus secures six months’ 
protection on his designs and whole- 
salers and dealers have ample time 
to clear their stocks for the new 
lines. 





COMPARATIVE STATEMENT OF PAST DUE ACCOUNTS REPORTED 
JULY 31, 1931 
NUMBER OF ACCOUNTS REPORTED 


July 
Division 1930 1931 
New York 221 
Middle & Southern Atlantic 
States 12 110 
New England 101 
Central 501 


933 


70 % 
Increase Increase 
or 7 Months or 
Decrease 1930 1931 Decrease 
—11.6% 2176 1840 —15.4% 


—12.7% 1190 876 —26.4 % 
—13.5% 888 663 —25.3 7% 
—21.8% 5372 4166 —22.4 % 


—15.6% 9626 7545 —21.6% 


TOTAL AMOUNTS REPORTED 


$ 32,776 
9,264 


New York 

Middle and Southern 
Atlantic States ... 

New England 

Central 


$ 39,229 


20,594 
11,723 8,749 
69,616 47,832 


—35.4% 


—40. % 
—54.7 % 
47.8% 


—16.4% 


—55.2% 
—25.2% 
—31.3% 734,136 


$242,780 


111,684 
59,537 
383,430 


$ 375,595 


185,868 
131,543 





$141,162 $ 98,621 
AVERAGE 


TOTAL 


Division 
New York 
Middle and Southern Atlantic States 
New England 
Central 


—30.1% $1,427,142 $797,431 —44.1% 


AMOUNTS 
July 7 Months 
1931 1930 1931 
$158 $1,177 $972 
84 1,112 895 
86 1,033 609 
95 937 643 
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Here Is What You Asked Us For 




































EW designs! New, easier removable snapper top—so easy ; 
children can do it. Lower price! More advertising! That's 
the SnapLite story in a nutshell. With one important exception: 
new display carton is theft-proof. Now... when a flock of Snap- 
Lites disappear like magic overnight . . . your dealers will have 
the money in their cash registers. 


Each display holds twelve SnapLites. Four each . . . of the 
three new designs. New batteries can be replaced easier than 
in ordinary “case” flashlights. Insures longer life . . . to the cus- 
tomer. Guarantees you more sales. More sales of new SnapLites. 
More sales of replacement SnapLite batteries. 


Here's one of the fastest moving items ever put on the market. 
A typical Burgess Product. They are sellers. Repeaters! Good 
times, bad times or in-b-tween times . . . Burgess Products sell. 
Get your dealers on the band-wagon and get them on easy street. 
Talk Burgess Products. Talk ‘em NOW. 


BURGESS BATTERY COMPANY 


Engineers and Manufacturers of 

Electric and Acoustic Products 
General Sales Office: CHICAGO 

New York Boston Chicago Atlanta Kansas City 

Minneapolis San Francisco Los Angeles 

In Canada: Niagara Falls and Winnipeg 

















BURGES 
SEES EEEE 









HIS attractive 

NEW DISPLAY 
IS THEFT PROOF 
and will not tip 
over. It’s the kind 
you wanted and@ 
deserves a promi- 
nent place on your 
dealers’ counters. 
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That economic conditions were turning for the better was the consensus of 
opinion of the sales representatives of the Westinghouse Electric Supply Co. at a 
sales meeting held in Dallas, Texas, August 7 and 8. Representatives from the 
seven houses in Texas and Oklahoma of the Electric Appliance Division of the 
Westinghouse Electric Supply Co. were in attendance to this meeting. Aggressive 
sales plans for furthering the company’s business were formulated. Those in 
attendance were from the houses located at Dallas, San Antonio, Fort Worth, 
Harlingen, Oklahoma City and Tulsa. First row, left to right are: M. F. Sterett, 
general sales manager, Dallas; A. D. Peabody, division manager, Dallas; E. D. 
Stewart, Texas manager, Dallas; O. E. Dyer, Dallas; R. W. Berkeley, Dallas; 
J. H. Huey, Dallas; J. B. Mooney, Oklahoma City; C. R. Clark, Oklahoma 
City; L. F. Philo, branch manager, Houston; H. H. Morehouse, stores 
manager, Dallas and W. F. Cleveland, branch manager, Oklahoma City; second 
row, left to right are: F. J. Cox, Dallas; T. W. Cunnea, Houston; C. W. Burney, 
Dallas; H. R. Johnson, Tulsa; J. B. Matthews, Houston; J. J. Finnegan, Houston; 
R. B. Millerborg, Harlingen; W. C. Gardner, San Antonio; D. Jacobs, Dallas; 
G. K. Parker, Houston and L. G. Melton, Dallas. Third row, left to right, are: 
V. R. Gonzales, Houston; H. M. Kleinman, Dallas; “Shorty” Watrous, Houston; 
J. F. Owen, St. Louis; W. F. Fleming, Fort Worth; W. G. Sterett, San Antonio; 
Milt Daniels, Oklahoma City; G. B. Fisher, Oklahoma City; W. C. Bilyeu, Okla- 
homa City; C. T. Jones, Dallas; and E. J. Schaubert, Oklahoma City; fourth row, 
left to right, are: F. H. Neben, Tulsa; E. I. Jones, Dallas; H. F. Campbell, St. 
Louis; Tom Martin, Dallas; E. C. Lyle, Houston; and B. C. Coates, Fort Worth. 





would cause us to take on employees. 
We believe we are now dragging the 
tail end of the depression in this area 
and that any change from now on will 
be a very slow upward trend. The price 
trend on commodities in our line have 
either struck bottom or are on the up- 
ward trend so that buyers can now make 
their purchases with the reasonable con- 


Wholesalers’ Comments 
on Local Conditions 
(Continued from Page 7) 


Missouri — Kansas 


“During the first two or three months 
of 1931 we were unable to reconcile 


ourselves to the fact that we had to 
make definite reductions in operating 
expenses if we were to meet existing 
conditions. During the second quarter 
of 1931 these reductions were put into 
effect, with the result that we can now 
see ourselves having a profitable oper- 
ation or at least breaking even for the 
year 1931 and getting our organization 
in shape to carry on another year if 
necessary under existing conditions.”— 
R. De Lano, Westinghouse Electric 
Supply Co., St. Louts. 

“With our basic industries of agricul- 
ture and oil in such a dilapidated posi- 
tion, I can see no improvement in the 
next year for this territory. I believe, 
however, if the manufacturers would 
assure the merchants of no further de- 
clines, business and buying would 
slightly improve.”—S. W. Cooper, Jr., 
United Electric Co., Wichita. 


Gulf Southwest 


“We have materially reduced our ex- 
penses the past year and a half. Any 
appreciable improvement in business 


fidence that prices will not go lower. 
There is a better feeling among bankers 
and industrialists which will help to 
loosen things up.”—A. D. Peabody, 
Westinghouse Electric Supply Co., 
Dallas. 

“In a way, the depression has had its 
beneficial effects, we have learned lots 
about operating economies and at the 
same time have not impaired our serv- 
ice.”—C. B. Nelson, Nelson Electric 
Supply Co., Tulsa. 


Central Northwest 


“It always stops raining. Prosperity 
has always returned after a depression 
and will return again some day, but will 
not be helped any by these many wise 
men that like to see their names in print 
—as the people have been fooled so 
many times in the last year by so much 
publicity of ‘we have just turned the 
corner,’ it will be some time before they 
have ‘regained their confidence.’ And 
only when confidence is regained by the 
people as a whole will prosperity start 
on its return journey. Too much has 
been said already—everyone has to get 


down to real hard work and right think- 
ing.”"—W. H. Vilett, Northland Electric 
Supply Co., Minneapolis. 

“It is difficult to estimate sales for the 
immediate future or for-the year 1932 
because of the very poor crop prospects 
in this locality. Farmers are receiving 
very little revenue from the sale of 
dairy and other farm produce. Agricul- 
ture here simply is not prospering. Busi- 
ness in the territory depends directly 
on the prosperity of the farmer. When 
farming does not pay merchandising is 
very difficult.”"—Allan S. Graham, Tri- 
State Electric Co., Sioux Falls. 


“We find that the public will buy 
merchandise items at the present time 
in fairly good volume if they can secure 
what they think are special values,”— 
Geo. A. Michel, The Belmont Corp., 
Minneapolis. 


Pacific Northwest 


“We look for no great improvement 
the balance of this year but believe that 
if conditions will hold steady up to first 
of the year things should open up fairly 
well in the spring. Local banks report 
large increases in saving deposits, but 
due to uncertainty people are not spend- 
ing their money. Fruit crops have been 
fair with prices steady. At present time 
market for hops is looking up.”—E. V. 
Von Eschen, Building Supply Co., Sa- 
lem, Ore. 


Pacific Southwest 


“The main trouble with the whole- 
sale electrical business, as the writer 
sees it, is not so much due to the gen- 
eral business depression as to a funda- 
mental economic change that is taking 
place. Due primarily to the depression, 
manufacturers have to move their mer- 
chandise and have resorted to such tac- 
tics as lowering resale prices without 
materially lowering wholesalers’ cost, 
selling direct and leaving the wholesaler 
out entirely, or using the wholesalers’ 
sales efforts to his own advantage by 
paying a small commission after a nice 
business has been worked up. 

“With the decreasing volume along 
with a more than proportionate decreas- 
ing gross profit, the wholesaler is faced 
with the possibilities of ultimate with- 
drawal from the standard supply lines. 
Our own Pacific Coast situation is such 
that any dealer or contractor can buy 
these items direct from some manufac- 
turer at wholesalers’ cost. We, as whole- 
salers, have had to resort to the mer- 
chandising of specialty lines which can- 
not now be sold direct. This necessarily 
entails a higher selling cost, although 
it does show a better gross profit.”— 
Harry E. Perl, State Electric Supply, 
Oakland, Cal. 
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Armored Cord-Grip Cord Connectors 
that Grip and are still Good Looking 


oo Armored, Cadmium Plated, to provide protection, 
these two companion devices have been designed with 
more than ordinary regard for appearance. Rugged, both in 
appearance and construction, they are especially adaptable 
for use as cord connectors where cords are subjected to more: 
than ordinary rough handling. 


No. 5103—Armored Cord-Grip Cord Connector. Steel ar- 
mored, cadmium plated, with cord grip. Body is of brown 
composition, with 7/16 in. cord hole. 





No. JX—Armored Cord-Grip Cap. Steel armored, cadmium 


The JOBBER'S SALES- plated, with cord grip. Cap is of composition, with 7/16 in. 


MAN MARKETING PLAN Cord hole. 


poin ts out particularly If you do not have a copy of our catalog page 46-A, listing 
your advantage in culti- these devices in your catalog, ask your sales manager for a copy. 


vating the industrial field. 
Here are illustrated but at | 
two of the many items in fe 


the Bryant Catalog for Lo 5 R bd A N I 


which you can find a ready 


market Wes tel. SUPERIOR WIRING DEVICES 
Manufactured by 


THE BRYANT ELECTRIC COMPANY, BRIDGEPORT, CONN. 











S-931 
MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE I888-MANUFACTURERS OF HEMCO PRODUCTS 


30STON “ee CHICAGO os NEW YORK ee SAN FRANCISCO 


40 Federal Street 844 West Adams Street 60 East 42nd Street 149 New Montgomery Street 
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“Brighten Up’ 


Trips and Cash Prizes 
for JOBBERS’ SALESMEN and 


for EDISON M{AZDA LAMP AGENTS 


Two people will enjoy 
two weeks on Tropic Seas 


A Special Message to 
All Jobbers’ Salesmen 


{i 














Rs 


ie 
é, 
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MAGINE the fun you would have taking this great 
[ eosssoninen Pullman ride to California via one 

of the great scenic routes, arriving at San Fran- 
cisco. . . perhaps the most cosmopolitan city in the 
world with the exception of New York . . stepping 
across the gang-plank on to one of the largest American 
built ships—a floating palace of luxury—electrically 
propelled . . a choice stateroom, wonderful meals. 
Then the trip down to Los Angeles, San Diego, con- 
tinuing along the coast line of Central America through 
the famous Panama Canal. Stops at quaint Panama 
City . . . delightful surf bathing at Bella Vista 


MAN IN THE INDUSTRY 











or to the West Indies . - Honolulu with its famous 
harbor, Waikiki and its bathing beach set amid feathery 
palms, its beautiful water all shimmery and silvery in 
the moonlight . . or the West Indies, land of treasure 
and romance, of sharks and pirates, with its delightful 
climate, its modern hotels, its wonderful golf courses 
and its different ways . . Perhaps you may take 
one of these trips without its costing you a penny if you 
will only put energy and effort into the “Brighten 
Up” campaign, open to all jobbers’ salesmen selling 
Edison Mazpa Lamps and to every Edison Mazpa 
Lamp agent. Salesmen compete only against salesmen 


. through the deep cut to the blue 
waters of the Caribbean Sea, across to 
Havana, Paris of the western world . : 
its harbor studded with foreign looking 
craft, Morro Castle rising grim, but no 
longer forbidding, from the ocean. Three 
more days of glorious sailing up along 
the Atlantic coast to New York with its 
famous skyline, its tall buildings, its smart 
shops and wonderful eating places. Then 
back to your home town. What a trip! 

Or, you may choose the trip to Honolulu 


and agents only against agents. Get your 
agents into this contest and get into it your- 
self with both feet. 


“Brighten Up” qill brighten up business 
for every agent. Here is opportunity 
knocking at your door to deliver prizes of 
trips, automobiles or cash. . . The Edison 
Lamp Works points out ways to get busi- 
ness, provides you with special sales helps, 
and, in addition, awards prizes! Be sure 
and get full details from your house. 
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THREE GRAND PRIZES FOR SALESMEN and equally attractive prizes for dealers 


1, CALIFORNIA-PANAMA CANAL-NEW YORK TRIP for TWO PERSONS, or Graham 


Prosperity Six Town Sedan 


2. TRIP TO HONOLULU or to WEST INDIES for one person, or Plymouth Floating Power 


Sedan 
3. CASH PRIZE $100 





MANY ADDITIONAL PRIZES 





BASIS OF AWARDS: 


(1) Evidence of merchandising help. This includes such things 
as letters written to agents, merchandising suggestions; 
help in window trimming, window guessing contests, and 
even actual selling for the agent in order to instruct him 
how to do it. 

(2) Percentage increase of entrants agent’s sales over the same 
period in 1930. 


SPECIAL CAMPAIGN HELPS NOW READY 


(a) Campaign kit containing window and store display ma- 
terial. 

(b) 10 “Brighten Up” newspaper ads. 

(c) “Ask ’em to buy” buttons. 

(d) Broadsides telling how to sell lamps. 


WHAT SALESMEN CAN DO TO GET 
BUSINESS AND BEAT QUOTAS 
See that Your Agents do the following: 


(1) Use special campaign material as suggested. 


(2) Ask everyone to buy—in store and out of it. 
(3) Display—window—counter—shelf—and at cash register. 
(4) Combine lamp sale with every other sale. 


(5) Advertise—we furnish the mats. 
(6) Use direct mail. 
(7) Use outside salesmen: 
—Junior (schoolboy) 
—Commission men (no salary) 


This is a fine chance to help needy families out of work 
and at same time boost sales. 


(8) Telephone for lamp orders. 


Get full details of the “Brighten Up” campaign by writing 
direct to your house or to us. Make up your mind now to try 
for one of the great prizes. “Brighten Up.” Get into the cam- 
paign with both feet. Remember, it starts September Ist and 
ends November 30th. Edison Lamp Works of General Electric 
Company, Nela Park, Cleveland, Ohio. 





Edison Lamp Works of General Electric Co., 

Nela Park, Cleveland, O. J. S. 9-1931 
I am interested in receiving full details of opportunities pre- 

sented to jobbers’ salesmen by your “Brighten Up” campaign. 








SUPOER ccicese 


City... State 








EDISON MAZDA LAMPS 


GENERAL @BELECTRIC 
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Robert F. Downs is one salesman 
who doesn’t complain of the depression 
all of the time. Mr. Downs has joined 
the sales staff of the Denver house of 
the General Electric Supply Corp. Prior 
to this, he was connected with the Gray- 
bar Electric Co. and the Federal Mer- 
chandising Co. 





G. W. Knowlton Wins Prizes 


G. W. Knowlton, manager of the 
Sager Electrical Supply Co., Lynn, 
Mass., won two prizes at the Cham- 
ber of Commerce outing. Mr. 
Knowlton is quite handy with the 
putter so one of his prizes was ac- 
quired in the putting contest, but 
the other award was quite a mys- 
tery. He has several stories about 
the second prize, but some of the 
men at Sager believe it was given 


for the most food devoured. 
* * x 


Graybar Advertising Benefits 
Industry 

The Graybar Electric Co. is now 
running a series of advertisements in 
the leading business papers of the 
country “setting forth the relation 
of the distributor in general—and the 
Graybar Electric Co. in particular—- 
to the trend of the times.” 

This is the first time that such 
an effort has been made to sell busi- 
ness executives on the economic 
functions performed by the whole- 
sale electrical distributor. It should 
result in material benefit not only to 
the Graybar Electric Co., but to the 
entire industry as well. 

* * x 


Brown and Hall Changes 
Firm Name 
The firm name of the Brown and 
Hall Supply Co., St. Louis, Mo., has 
been changed to the Brown Supply 
Co., effective August 17. This change 
in no way affects the personnel. 


G. E. Supply Buys Detroit 
Building 

The General Electric Supply Corp. 
has purchased the Franklin Press 
3uilding at East Jefferson and Mc- 
Dougall Avenues, Detroit, which will 
be remodeled and occupied as an of- 
fice and warehouse about September 
1. The building will be known as 
the G. E. Supply Corp. Bldg. 


* * OX 


Lindley Installs Burroughs 
Machine 


The Lindley Electric Supply Co., 
Philadelphia, recently installed a 
Burroughs book-keeping machine. 

i a. 


Midwest Installs Ediphone 


An Ediphone has been installed by 
the Midwest Electric Co., Minneap- 
olis, Minn., and it is reported to be 
quite convenient and a time-saver. 

e° S's 


Central States to Represent 
Kwikon 


The Central States Co., Columbus, 
O., has been appointed sales repre- 
sentatives of the Kwikon Co. in the 
Ohio territory. J. A. Murphy and 
B. F. Perry, well known to the elec- 
trical industry, are now connected 
with Central States. With them is 
W. G. Rowland of Cleveland and 
Elmer C. Vogt of Cincinnati. 





Raymond J. Hoffman or “Stubby” as 
most of his electrical friends about town 
know him, is now connected with Mc- 
Carthy Bros. & Ford, Buffalo, N. Y., 
calling on the local trade. “Stubby” 
was formerly connected with the Gen- 
eral Electric Supply Corp. of the same 
city. 


Harry Byrne Wins Turner 
Trophy 
By winning the Turner Golf Tro- 
phy of the Pacific Division N. E. W. 
A., for the third time, Harry Byrne 
of the North Coast Electric Co., 
Seattle, came into permanent posses- 
sion of this famous prize at the May 
convention. This trophy was orig- 
inally presented to the division by 
Harry W. Turner at the Hayden 
Lake, Idaho, meeting in 1916. 
oa. a 


Industrials Also Buy for 
Fabrication 


(Continued from Page 10) 


his switches on the cleaner, demon- 
strating its improved appearance 
with his switch. Consultations are 
held. It may be necessary to sell 
executives of the company on the 
idea that the added beauty of de- 
sign with the new switch will claim 
many extra sales for this particular 
machine. 


One important point in selling the 
industrial user—we never assume 
that he is not in the market for any 
new item which we are handling. 
Very often the manufacturer contem- 
plates putting out some new prod- 
uct, and these new items of ours may 
fit very nicely into his program. In 
many cases we leave a sample of 
these small new items so that they 
can use it on a model. The sales- 
man, of course, must use his judg- 
ment in this matter. 


Among items sold for maintenance. 
we feature reflectors, lighting control 
and equipment. These are the items 
on which real selling is necessary. 
After the prospect has become a cus- 
tomer for these, conduit, wire and 
fittings usually are included in the 
order as a matter of course. This 
policy may be overdone, however, as 
many competitors follow the same 
policy. Each prospect must be 
studied individually, and in some 
cases it will pay to feature conduit 
fittings and the more staple lines as 
an entering wedge. 

We must put ourselves in the place 
of the purchasing agent. Half a 
dozen salesmen may be annoying 
him with a long-winded story on con- 
trol and lighting equipment when at 
the time he may actually be in need 
of the staple items. In this case it 
is easy to see how the salesman who 
studied his customer’s needs will get 
the business. 
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The Nw HAMILTON BEACH 
Combination FOOD MIXER 


and JUICE EXTRACTOR 


Here’s a brand-new Hamilton Beach product that’s coming right 
across the pan of popularity. It’s a world-beater. 


And when we say “Beater,” that’s not all. The Hamilton Beach 
Combination beats ... chops... whips... mixes... mashes... 
and besides, it drains every last drop of juice from an orange or 
lemon or grapefruit or lime. It’s a does-all utensil that ought to 
have a place in every kitchen. 


It’s powered by an energetic Hamilton Beach motor (power to 
spare) . . . worm-gear drive (most efficient and uncommonly 
quiet) .. . the extractor runs smoothly and quietly on a ball thrust 
bearing (pressure doesn’t faze it). The chrome-plate beaters do 
their rugged work in any bowl or pan, and change is made from 
mixer to extractor in 15 seconds. The extractor bowl has no metal 
part ... washes like a china dish. 


As usual, Hamilton Beach ts taking good care of the jobbers. 
This new appliance will be distributed through them as all our 
other products are. You can be sure that no Hamilton Beach 
product will be unloaded at reduced prices ... none will be sold 
over the jobbers’ heads. Send the coupon for prices and discounts. 
Learn how generously you are provided for, even at this surpris- 
ingly low price! 











WHOLESALERS, 


Now it’s a food mixer! Changed in 15 seconds. It 
can be used by hand (inset) for small, quickmixing ¢ 
jobs, weighs only 33% pounds, or can be used on the ¢ 
stand (above) for longer, harder jobs. The Hamil- Name 
ton Beach Combination is two appliances in one. 

See upper right illustration. 


HAMILTON BEACH 


WAS 


(West of Rocky Mountains, $16.95) 


DISTRIBUTED THE MOST ECONOMICAL 
IF YOU DO NOT KNOW THE NAME OF THE 
JOBBER NEAREST YOU, WRITE US. 


Namdton Beach 


Hamitton Beacu Mere. Co., Racine, Wis. 

Please send me, without obligation, complete dealer information and prices on: 
) Hamilton Beach ‘‘Combination” 
) Hamilton Beach “Standard” 




























(West of Rock 
Mountains, $21.95) 



























From one to the other in 15 seconds! Here’s the Hamil- 
ton Beach Combination in extractor position. See tllus- 
tration at lower left. 


(Below) This powerful mixer is sturdy and simple to use. 
It runs quietly ... requires no attention. It can be used 
with stand or by hand .. . no special bowl required. You'll 
sell even more of them at the reduced price. See coupon. 


“STANDARD” 


FOOD MIXER 
$ 






Now$7 650 


WAY—THROUGH LEADING 
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Catalog No. 1843 


Accessible Fuse Type 
60 Ampere Capacity 


SAFETY SWITCH 


that meets the 


DEQUATE WIRING 
PROGRAM 
for 


Meter Service Switch Installations 


A Switch you may safely recommend. 


TRICMFGE Inc. 








De WADSWORT 


Coningt ntucky 











Most successful industrial sales 
men make a careful analysis of th 
customer’s plant and_ productio: 
needs. For example, a plant may 
turn out a very fine little machin 
but equip it with cheap cord whic); 
does not do the item justice. Th 
salesman should continually be seek 
ing weak points of this kind as ; 
cue for possible sales. 


* * * 


Why We Combine Radio and 
Refrigeration 
(Continued from Page 8) 


knowledge of sales and service con 
ditions in the territory. And these 
methods brought increased - sales, 
which is the goal of any merchan- 
dising plan. 

The accompanying diagram shows 
how this plan works out as to vol- 
ume arid the activities of the sales 
men. The specialty salesmen of the 
combined department start out on 
their heavy radio campaign the lat 
ter part of July or the first of Au- 
gust, depending on the weather. This 
does not mean that they have been 
idle on radio in the summer time, but 
they do go after dealers hard at the 
beginning of the real season for the 
holiday and winter business. They 
carry on through the months when 
radio sales are mounting, until the 
situation is in hand and the time 
comes to start the new season on 
refrigeration. Usually in December 
they experience a little flurry of 
Christmas business on the latter and 
they attend to this after the dealers 
are all set and are handling the holi- 
day rush on radio themselves. 


In this way our specialty men 
travel in high gear continuously with 
no layoffs or gaps to disturb their 
momentum. They are happier be- 
cause they get more business on both 
specialties by being always in the 
territory. In a great many instances 
they are selling both lines to the 
same dealers which makes for 
greater efficiency and for conserva- 
tion of energy. The same is true of 
the service men because they are con- 
stantly making installations, solving 
new problems and handling the same 
kind of radio’and refrigerators all 
the time. 

The office and display room ar« 
combined. Here are the people re- 
sponsible for the records, correspon- 
dence, estimating and inside sales. In 
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BUSINESS BUILDING CAMPAIGNS 


at thetr P-h-A-K in September! 


WIE cordially invite EVERY 
~| JOBBER’S SALESMAN 
to participate in this sales 
drive by the alert contrac- 
tors in each community! 
Intelligent co-operation will 
be immediately and _per- 
manently profitable! Every 
WIREMOLD moderniza- 
tion job leads to many repeat 
sales of other electrical mer- 
chandise ! 








Write today for the details. Get your name on our matling list! 





THE WIREMOLD COMPANY, Hartford, Conn. 


eS ~ 
. : 
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BE SURE IT’S 
FRETZ-MOON CONDUIT 


@ Through its past performance, Fretz-Moon 
Conduit has become the exclusive choice of 
many Architects and Contractors. 


Fretz-Moon Conduit has proved its high qual- 
ity—the result of careful selection of materials, 
an exclusive process of manufacture entirely 
different from any other, and rigid inspection 
before labeling. 


It has proved its easy working qualities that 
save fitting time and money—made possible 
through deep, sharp, accurate threads; im- 
proved ductility in the metal; and freedom 
from “hard or burnt spots” that might cause 
cutting or threading trouble. 


For guaranteed satisfaction to everyone, be 
sure that the label says Fretz-Moon—orange on 
ENAMELITE; red on ELECTRO GALVITE; 
blue on HOT DIPPED GALVITE. 


Write for a copy of the 
Fretz-Moon Conduit booklet. 


Fretz-Moon Tube Company, Inc. 
Butler, Pa. 


TRETZ-MOON 


RIC/D CONDUIT 
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addition there are the various styles 
of radio sets and refrigerators for 
demonstration and inspection. The 
department is equipped to furnish 
every assistance in the way of en- 
gineering on large commercial in- 
stallations. Another function of the 
house force is to furnish leads and 
special information calculated to as- 
sist the men in the field in starting 
and closing deals. 

We have three specialty salesmen 
trained to sell both radio and refrig- 
eration in the field who even render 
service up to a certain point. In a 
large service room are two men who 
remain there all the time handling 
the assembling and service on both 
lines. Another service man is in the 
territory most of the time, making 
installations and adjustments. Be- 
cause these boys are able to do any- 
thing in reason required in connec- 
tion with assembling and repairing, 
there is little delay in getting the ma- 
chines to the customers. For ex- 
ample, a refrigerator was damaged 
in being trucked to our service room 
recently ; the men had it repaired and 
on its way in a few minutes. 

The value of the single force 
trained to sell and service both spe- 
cialties can hardly be estimated. In 
one instance our man was after a 
substantial refrigeration contract 
with a dealer who just hung on the 
edge and, though apparently wanting 
to close, still hesitated for a whole 
day, for no particular reason. It 
seems he had a radio set that was 
acting up and casually mentioned the 
trouble he was having with it. Our 
salesman was able to locate and rem- 
edy the trouble, with the net result 
that we received both the radio and 





Joe Sherlock, “the gas mantle king,” 
now traveling eastern New Jersey for 
the Reno Sales Co., Brooklyn, must 
have just landed a big order judging 
from all appearances. 









September, 1981 THE JOBBER’SAJSALESMAN 49 


FOUNDEL) ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 











Has rendered obsolete much _ industrial hy 

















equipment. Plants are making ;epairs 


and replacements NOW. Give them 


FC £5 pte mt rergi 








the benefit of your experience in bringing 


their electrical installations up to date. 


RT Sars eaptepray ro encesipgeweds 








BOO Y rer ere ire esep-ameny 
: + Nesey 
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Many plants in your section are using 
obsolete, and even hazardous switches. Sell them SAFETY with 
COLT-NOARK Quadbreak Switches. These switches not only 
have passed ALL of the new 
Underwriters’ Tests but have that 








extra margin of safety so needed. 


ye) ney ee 
‘ mmc 


Help your contractors secure this weit . mow em 
type of business. They will furnish 4 
you leads to get it. 


























COLT’S PATENT FIRE ARMS MFG. CO. 


PIONEERS OF PROTECTION SINCE 1836 


ELECTRICAL DIVISION ~ HARTFORD, CONN. 


BOSTON CHICAGO NEW YORK PHILADELPHIA SAN FRANCISCO 


JS-1 





(Over 90,000 similar messages are being sent to Electrical Contractors during September, 
October and November. Are you getting your share of the business thus created?) 
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Mo 14. BS 
Sola om Loid 
Kiblberloreved Wire 


TRADE MARK 


CRESCENT 
PRODUCTS 


“Crescent’”’ National 
Electric Code Rub- 
ber Covered Wire 
and Cable. 

Intermediate 
Rubber Covered 
Wire and Cable. 

‘Imperial’ 30% Rub- 
ber Covered Wire 
and Cable. 

“Crescent” Lead En- 
cased Wire and 
Cable. 

Ce ae oF 
Sushed 


“Crescent” 
Armored 
Cable. 


Lead 
Armored 


“Crescent” 
Covered 
Cable. 


“Crescent” Flexible 
Metallic Conduit. 
“Crescent” Var- 
nished Cambrie 
Cable. Lead En- 
cased or Braided. 


Non-Me- 
Sheathed- 


“Cresflex”’ 
tallic 
Cable. 


All kinds of special 
wires and cables. 


Grade 


EMPHASIS can be laid on 


the fact that 


this product—and every product coming 
from the Crescent plant—can be identi- 
fied by a Trade Mark that guarantees that 
the utmost care and skill have gone into 


its manufacture. 


Not content with meet- 


ing ordinary trade requirements, we have 


standards of our own with 


which every 


foot of Crescent Wire and Cable must be 


compared. 


Where you or your customers see the 


Crescent Trade Mark—there quality in 


wire is assured. 


Sales Representatives and Warehouses 


in Principal Cities. 


RESCEN| 


Insulated Wire and lable 


CRESCENT ARMORED WIRE CO. 
TRENTON N,v. 


FORTY-TWO YEARS OF KNOWING HOW IN EVERY CRESCENT PRODUCT 





refrigeration business of the dealer. 

The diagram is not intended to 
show the exact ratio of radio to re- 
frigeration in volume nor is it a set 
picture of the rise and fall of sales. 
It does illustrate graphically, how- 
ever, the manner in which the two 
seasons overlap and shows how sim- 
ple it is for the single trained force 
to keep the ball rolling through 
every working day in the year. It 
is much easier to get a maximum of 
business from the field under this 
system because the men are operat- 
ing at a good speed all the time and 
need no warming up for either sea- 


son. 
oe  * 


A Manufacturer Sounds A 
Warning 

To the Editor: 

WAS talking to one of our elec- 
i distributors recently and 

could not help but be impressed 
with the abysmal lack of information 
which he had in regard to his own 
business. I am writing you this let- 
ter to give you a viewpoint of a 
manufacturer who is having quite a 
struggle getting a flicker of interest 
out of the electrical outlets which we 
have. First, let me tell you the story 
as I got it. 

I had made an estimate of the 
amount of appliance business done in 
that state annually and found that 
as close as it could be figured off 
hand it would amount to about 
$27,000,000. In that state you have 
listed 17 electrical wholesalers. Di- 
viding $27,000,000 of appliance busi- 
ness among 17 wholesalers would 
give them an average of about 
$1,600,000 apiece. Of course, this is 
stretching the point quite a bit to 
ask that these 17 electrical whole- 
salers secure all of the electrical ap- 
pliance business in that state but we 
will have to admit that the market 
is there and the possibilities are there. 
This wholesaler did not have any 
idea, vague or otherwise, of the 
volume of appliance business that 
was done in his state that year or in 
any other year. He had no concep- 
tion of it at all. 

He happened to be attending a 
meeting of a group of wholesalers 
talking over their problems. I talked 
to him just before he entered the 
meeting and asked him if it wouldn’t 
be a good idea for him to bring up 
the greatest and most important sub- 
ject before the electrical wholesaler 
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A Pertect Combination 


When you pair up TRICO 
Renewable Fuses with 
KLIPLOK Clamps, you have 


a combination that can’t be 


beaten.*® 



















Another 
New Product 


KLIPLOK Test Clamps 
A high grade clamp for 


accurate testing 











for Signal Inspecting 
for Jumpers 
for Temporary Connections 


for Motor Testing 





for Meter Testing 
for Shop and Laboratory Tests 


* 1 The powder-packed renewal element and cop- x2 KLIPLOK Clamps assure perfect contact and 
e per-to-copper contacts in TRICO Fuses pro- e uniform pressure on fuse clips . . . old or 
duce a Superior Time Lag and Reduce Watt new .. . thus preserving the fuse clips 
Loss. indefinitely. 
For better fuse service try TRICO For better clip contact try KLIPLOKS 


TRICO FUSE MFG. CO., 1004 W. McKinley Ave. MILWAUKEE, WIS. 
—th»~ - jp 


REG. U. S. PAT. OFF. 


“Powder- 
Packed” 


>< 


















WABLE FUSES | ‘FUSE PULLERS =| CLAMP FOR FUSE CLIPS | COLORTOP PLUG FUSES |NON-RENEWABLE FUSES 


é Built-in Money - Saving Factors. For safe pulling of Fuses. Genuine | Reduces Resistance, Preserves Clips Tells instantly the capacity of o Fuse} — . : Built for service, not hay 
te Fundamentally Correct. re |. shock-proof horn fibre. 4 sizes. 2g eos Fuses. Sizes to fit all Clips. < by its colors. 6 distinct colors ‘<. ae down to'a. price. : 


Ps X 
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MURRAY 


eerie Tl ¥ Bevis CHES 


No. 273 
Range Switch 


CATALOG NO. 273 


Combination main line, range 
and lighting switch. 


1—60 amp, 3-pole, S.N. Main 
Line Switch. 

1—60 amp. 3-pole Range 
Circuit. 

4—30 amp. Lighting Circuits. 


Mercer 


Wiring 
Diagram 


easy wiring 
1s evident & 


To be used with 


new meter 
sequence 


(Meter Connection Test Block Before Meter) 


Catalog No. 273 
Circuit Doors Open 


Shows range circuits dis- 
connected and fuses attached 
to door. 


METROPOLITAN 
DEVICE GORPORATION 


1250 ATLANTIC AVENUE 
BROOKLYN +: NEW YORK 





today. He had not given it any 
thought and was not prepared to even 
consider the subject. The result was 
that this group of wholesalers spent 
the whole day talking over problems 
of their business which no doubt 
were very vital and important but 
which could not have been of any 
greater importance than this one big 
item which, apparently, was the sub- 
ject farthest from their thoughts. | 
told this wholesaler that in my esti- 
mation it should be discussed at their 
meeting and a remedy proposed but 
he met me after the meeting and 
stated the subject had not even been 
brought up. 

Our industry is face to face with 
the problem of prohibition of utility 
merchandising and I am inclined to 
believe that such a move in the long 
run will be a mistake but I am in- 
clined to believe that it is going to 
come to pass if the electrical men, 
including wholesalers,contractors and 
manufacturers, do not prevail upon 
the utilities to promote such methods 
of merchandising as will permit a 
fair distribution of the merchandis- 
ing volume. 

I know that this electrical whole- 
saler is not getting any appliance 
business from any utility and I know 


. that the utilities in his state are pur- 


chasing their electric ranges and 
washers and other articles direct 
from the manufacturer and I know 
that in this particlar state the hard- 
ware and house furnishing goods 
dealers have worked themselves up 
to a point where they are ready to 
back bills for prohibition. 

Another peculiar thing about the 
whole situation is that the electrical 
men seem to be the last ones to find 
out that there is any discontent 
among the dealers and they seem to 
be the last ones to know that legis- 
lation is being proposed. They seem 
to be so apathetic and lacking in 
fighting spirit that I sometimes won- 
der if they really want this potential 
business, so easily obtained through 
a minimum of effort. They are not 
following through on their natural 
business, but are allowing it to pass 
into the hands of others. Unless they 
show activity very soon the hardware 
and house furnishing trade will con- 
tinue to take the appliance business 
away from them so fast that there 
will soon be none left for the elec- 
trical wholesaler. 

Cuarces A. PIERSON 


President, Standard Electric Stove Co., 
Toledo, Ohio. 
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RI-OUT EQUIPPED 





EVERY 


Raco Switch Box 


has PRI-OUTS 
AT NO ADDITIONAL 





T COSTS YOU NOTHING 

to use Pri-Outs— for RACO 

Switch Boxes are now all Pri-Out 

equipped—and sell at the same 

price as ordinary knock-out 
boxes. 

The secret of Pri-Out ease is 
leverage. Insert a screw driver 
or other prying tool in the Pri- 
Out slot—bear down—and up 
and out comes the Pri-Out. 

No pounding, no twisting, 
no finger injuries—and because 
Pri-Outs come out instead of 
being bent or driven in, there 
is more room for clamps, studs, 
switches, receptacles; hence, 
easier wiring—quicker work. 


And of equal importance is RACO’S 
development of approved 14” 
deep boxes, for loom or cable. 
These are equipped with our pat- 
ented 2-way bushed clamps which 
permit the conductors to enter the 
box from the side or bottom — or 
both; and are permanently secured 
by one machine screw. 

Because RACO features are so new 
and different, jobbers and their sales- 
men have a chance to talk switch and 
outlet boxes to their customers. These 
products are now out of the staple 
class—and have real selling points. 
Wide-awake jobbers realize this — 


and are having their men put some 
real sales punch behind the RACO line. 


ROACH-APPLETON MANUFACTURING CO 
SOUTH BEND, INDIANA 


TRADE MARK 


REGISTERED 
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' Radio Wholesalers Association, Inc. 


Robert Himmel, 
Chicago 


Louis Buehn, Pres. 


Philadelphia 


James Aitken, Vice-Pres. 


Toledo Cleveland 


David Goldman, Vice-Pres. 


New York 


Howard Shartle, 


Treas. 


RAodiIoO 
HOLESALERS 


Sec. SSOCIATION 


Harry Alter 
Chairman of Board 
Chicago 


David Trilling, Vice-Pres. 


H. G. Erstrom 
Executive Vice-Pres. 


Fred Wiebe, Vice-Pres. 
St. Louis 


H. E. Richardson, Vice-Pres, 
Chicago 


Philadelphia 


Chicago 


A. A. Schneiderhahn, Vice-Pres. 


Des Moines 


The information on this and the following pages has been prepared by 


H. G. Erstrom, Executive Vice-President, by Authorization of the Board 


of Directors of the Radio Wholesalers Association on June 5, 1929. 


Plans For 
National Radio Week 
September 21-27 

ROM all indications National 

Radio Week, sponsored by the 

National Federation of Radio 
Associations for the past four years, 
will be more successful this year 
than ever before. Radio wholesalers 
and retailers will participate in co- 
operation with the other branches of 
the industry. 


The event will be promoted in sev- 
eral ways: 

Display Material. Window stream- 
ers, posters, advertising mats, and 
seals have been prepared by the N.F. 
R.A. From present indications orders 
for this material will exceed 1930 
when 40,000 streamers and posters 
were used. 

Broadcasting. The two national 
chains have been requested to pre- 
pare feature programs wherein 
artists, whose names will attract pub- 
licity and whose programs will be 
eagerly looked forward to by the lis- 
tening public, will appear. Special 
releases will be sent to trade associ- 
ations and leading distributors giving 
the names of artists and the time of 
program as soon as events have been 
definitely arranged. 

Several sponsors of chain pro- 
grams have already signified their 
intention of cooperating with an- 
nouncements regarding the 11th 
birthday of radio. It is believed that 
the number of chain programs dedi- 
cated to National Radio Week will 
double those of last year and that 
more than 350 broadcasting stations 


will carry announcements during that 
week on the value of owning a mod- 
ern radio set. 


Theme Thought. All announce- 
ments will be planned to stimulate 
confidence and to urge the public to 
“Buy Now” all types of merchandise. 
No other association has ever had the 
forces at its disposal to create such a 
“Buy-Now Mindedness” as the N.F. 
R.A. in the promotion of this event. 
With the thirty millions of radio lis- 
teners hearing these announcements 
over the air, it is reasonable to assume 
that it will have a wonderfully stimu- 
lating effect on all business enter- 
prises. The radio industry itself 
should cooperate in every way on Na- 
tional Radio Week and do everything 
possible to bring business conditions 
back to normal. 

Newspapers. Judging from re- 
quests received from editors and ad- 
vertising managers, it is believed that 
over 100 newspapers will create 
special Radio Week sections. 


OCAL Associations. Some local 
associations will hold a Radio 
Show during that week. The N.F.R. 
A. has issued a pamphlet on plans for 
National Radio Week which can be 
utilized by every local association. 
These plans include suggestions for ; 
Open House, retail stores to be 
open evenings with special window 
displays and entertainment features. 
Joint Advertising, distributors and 
dealers to tie in with national copy 
and cooperate in running feature 
radio sections. 


Joint Broadcasting of programs in- 
volving local stars and performers. 


Contests to be arranged between 
retailers with suitable prizes for best 
dressed store window and the most 
novel idea of merchandising. 

Radio Banquets which will present 
an outstanding broadcast and give 
the public an opportunity to meet 
with their radio dealers and see their 
broadcasting stars. 

Radio Bonfires to be promoted by 
local trade groups in a prominent 
place to impress upon the public the 
worthlessness of obsolete sets and to 
create a desire for the more modern 
receivers. 

Contests such as selection of radio 
queens to act as hosts for all radio 
activities, also contests to determine 
the most popular announcers. 


HESE and many other activities 
can be successfully promoted by 
local associations in creating a desire 
for a modern radio and awakening 
the public to a realization of the value 
of broadcasting. Few people realize 
the enormous sums of money that 
are spent each year in providing 
broadcasting for the radio public. 
The pride of ownership can be played 
up whereby the public will realize 
that their portion of the cost of radio 
broadcasting would be approximately 
$6 per set. This will indicate to them 
the necessity of having a receiver 
capable of receiving, with the true 
fidelity of tone, the broadcasts which 
are presented to them free of charge. 
The National Radio Week Com- 
mittee of which Harold J. Wrape is 
chairman, has arranged these care- 
fully laid plans for the benefit-of the 
entire industry. It behooves every 
radio man to cooperate. 
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SALES for You—SERVICE 


for your Customers! 


You get both 
with this 
sales-tested 


Moving Color 
Lamp Display 


Bons pick out their own purchases when 
you display Sylvania lamps this new and 
novel way! 


Both you and your customers will like the 
glowing, shifting colors ... the neat, well- 
stocked shelves ... the double testing 
sockets and convenient price card of this 
miniature “lamp department.” Nine times 
out of ten people who pass will think of a 
socket that needs filling or a bulb that 
might be replaced by one of a different 
shape, color or size. And, because the Mov- 
ing Color Lamp Display is so handy for 
clerks and customers alike, you’ll make a 
sale that might have been lost! 


The Sylvania Display is sturdy, good-look- 
ing, effective. It takes up very little floor 
space. It has an efficient, trouble-free heat 
motor. It gives rich, constantly changing 
colors. It is provided with two testing 
sockets so that you may compare different 
lamps, and so that the customer may test 
lamps for himself. 





Use this display stand in conjunction with 
the many sales helps put at your disposal 
by Sylvania. Use Sylvania Cards in your 
windows. You will feel the results imme- 
diately—in increased profits! 


Ask your nearest Sylvania jobber about the 
striking success dealers have had with these 
displays. Let him tell you how to get one. 


Hygrade-Sylvania Corporation 


Sylvania Division, Emporium, Penna. 








PLOBTERED U 8 PAT OFF. 


LAMPS # 


Licensed under General Electric Company’s 








Incandescent Lamp Patents 





HyGrape-Sytvan1a CorporaTION; INc., 

Dept. J-91. 

Sylvania Division, 

Emporium, Penna. 

Please send me full details on how I can get the 
new Moving Color Lamp Display. 
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SIGNS ceca 


Drawn Bronze Moulding signs for 
T 6!/, tubular lamps. Single and 
double face types with a variety 
of clear and colored glass panels. 


Catalog No. 9 lists the complete 
line of standard Day-Brite Interior 
Electric Signs. A copy will be fur- 
nished on request. 




















Via NG 
REFLECTOR |§74Néh | COMPANY 
3825 Laclede Ave.- Saint Louis 




















EMINGRAY Glass Insu- 

lators combine high 

eon ans CHtie quality and a record of long 

protected by & and satisfactory service... . 
strict jobber : 

policy. | Concen- No wonder they continue to 
t our ee 4 e 

sales efforts on be “best sellers” for jobbers 

Hemingray Glass . 4 

Insulators. . and their salesmen. Hem 


Steady and profit- ingray Glass Insulators are 
able year ’round . ’ 
repeat business recognized as standard equip- 


a ment by your contractors. 


HEMINGRAY GLASS COMPANY 
MUNCIE INDIANA 




















HEMINGRAY 
GLASS INSULATORS 





New Wireless Equipment for 
Doubleday-Hill 


The Doubleday-Hill Electric Co. 
of Pittsburgh is installing new 
equipment in its wireless station 
K.Q.V. In order not to interrupt 
broadcasting, the work is being done 
between one and five in the morn- 
ings. Therefore, if members of .the 
firm appear looking a bit red eyed 
and “morningafterish” it is no reflec- 
tion on their habits—only proof of 
duty done. 

e+ 


Television Not Expected for 
Another Year 


“While television is now available 
in experimental form,” according to 
Bond Geddes, executive vice-presi- 
dent of the R. M. A., “at least manu- 
facturers and broadcasters will not 
be far enough along for at least an- 
other year to offer real entertainment 
values, either in broadcasting or re- 
ceiving sets. Also the television sets 
of the future will be separate units, 
distinct from radio receiving sets and 
the initial presentation will be com- 
parable to the crystal set stage of 
radio. 

“By this time next year, it is pos- 
sible that television broadcasting will 
be sufficiently developed to present a 
limited form of entertainment to the 
public which will justify the offering 
of receiving sets to the public. This 
initial television may be of motion 
pictures, with wider and more enter- 
taining and commercial development 
to come much later.” 

x ok 


Midwest Radio Trade Adopts 
Warranty Tag 


A new Warranty Tag recently 
adopted by the Midwest Radio 
Trades Association is now in general 
use throughout the Chicago area. Use 
of this tag is limited to sets sold by 
member distributors and dealers and 
made by licensed manufacturers of 
financial responsibility. 

es 


Southwest Radio Exposition 
in St. Louis 


The St. Louis Radio Trades Asso- 
ciation will conduct the Seventh An- 
nual Southwest National Radio Ex- 
position the week of September 21 
to 26, inclusive, at the New Coliseum 
in St. Louis. 
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TRIPLE YOUR FLASHLIGHT BATTERY SALES 


















































HE new vender will sell more flashlight batteries for you than you ever 

dreamed of selling, by keeping it prominently displayed on your dealers’ 
counter. More than they ever sold before. More than you could possibly 
sell . . . without it. 


It is the most amazing flashlight battery display ever devised. It holds 36 
Burgess Uni-Cel Flashlight Batteries. They are in the display when delivered 
to your customers. Nothing for them to do. They don't fill it. It's filled. Ready 
to put on their counter. They pick up the number of cells needed. Others fall 
into place. Gravity feed! Takes up only five inches square of counter space. 
NO EXTRA COST! 


This wonderful selling device is now the standard package for 36 Burgess 
Flashlight Batteries. Your dealers get a new one every time they order 36 
more batteries. You'll get a lot of orders for them... for it sells flashlight batter- 
ies faster than any other sales help you've ever had. Tell the dealers to keep 
the empty ones—they’re varnished and make an ideal window display piece. 


Burgess Products are nationally advertised. 
Fast sellers. Repeaters! Money-makers. The 
type of sound merchandise that it pays you to 
sell. The kind of products that build BIG, JUICY 
BANK ACCOUNTS. Talk it now. Start coining 
PROFITS for your customers at once... today 

.. NOW. 
BURGESS BATTERY COMPANY 


Engineers and Manufacturers of Electric and Acoustic Products 
General Sales Office: Chicago 


New York Boston Chicago Atlanta 4 cee 





Kansas City Minneapolis San Francisco i 
Los Angeles 
In Canada: 
Niagara Falls and Winnipeg i+ TT 


BURGESS| 
\UNI=CEL |} 
INO.2[ 


| | 
| 
lal 















——_ ‘- 
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MANUFACTURERS’ 


Flexible Steel Holds 
Elections 


At a recent meeting of the board 
of directors of the Flexible Steel Lac- 
ing Co., Chicago, the following off- 
cers were elected: president, H. J. 


Beach, to succeed P. S. Rinaldo who 
passed away last May; vice-president, 
M. B. Beach; secretary, H. L. Coats; 
treasurer, P. S. Rinaldo, Jr., and as- 
sistant secretary, J. C. Olsen. 

Mr. H. J. Beach has been active in 
the company for 19 years, having oc- 
cupied executive responsibilities in 
practically every phase of the busi- 
ness. He, M. B. Beach and P. S. 
Rinaldo, Jr., are sons of founders of 
the company. 

Mr. Coats will continue as director 
of sales and Mr. Olsen as director of 


production. 
x kK Ox 


R. Koenitzer to Be Located 
in Detroit 

R. Koenitzer, who has been adver- 
tising manager of the Belden Manu- 
facturing Co., Chicago, is now in the 
Detroit sales office, effective August 
1, with headquarters in the General 
Motors Bldg. 


k ok o& 


N. E. M. A. to Hold Annual 
Meeting 
The annual meeting of the Nation- 
al Electrical Manufacturers Associ- 
ation will be held in New York, Sept. 
16-18, at the association’s headquar- 
ters and at the Hotel Commodore. 


News 


Current news of changes in personnel and location. 
Illustrations of new and improved products and an- 
nouncements of latest literature 


Wheeler Reflector Opens 
New Plant 

The Wheeler Reflector Co., Bos- 
ton, Mass., announces the recent 
opening of a new subsidiary plant, 
located at 44 York St., Toronto, Can- 
ada, known as the Wheeler Reflector 
Company of Canada, Ltd. This fac- 
tory will manufacture the complete 
line of Wheeler lighting fixtures in 
Canada. 

se 8 


Trav-Ler Announces 31-32 
Season Plans 

The Trav-Let Manufacturing 
Corp., St. Louis, announces the grant- 
ing of a license under patents of the 
Radio Corporation of America and 
affliated companies to manufacture 
radio receivers, radio - phonograph 
combinations and television receivers 
and apparatus. 

Coincident with the securing of its 
RCA license, Trav-Ler announces its 
intention to go into production im- 
mediately on a complete line of radio 
receivers, including ‘both tuned radio 


frequency and_ super - heterodyn 
types. A super-heterodyne auto radio 
and short wave sets are included. A 
further report is the fact that Trav 
Ler has already completed plans and 
engineering and will be in production 
shortly on a complete line of reason- 
ably priced, practical television equip- 


ment. 
* k & 


Wireless Specialty Moved 

to Camden 

The entire facilities, for the manu- 
facture and sale of mica condensers 
and other industrial radio products, 
formerly maintained by the Wireless 
Specialty Apparatus Co., at Boston, 
Mass., have been transferred to Cam- 
den, New Jersey, by the RCA Vic- 
tor Co., Inc. 

A new sales section, within the 
Engineering Products Division, has 
been formed to handle the marketing 
of the industrial radio products for 
merly manufactured at the Boston 
plant, together with those formerl) 
handled by the Component Parts 
Section of RCA Victor. 





Brown’s Lunch Club of Pittsburgh. Reading from left to right: Al N. Hyams 
representative of Wadsworth Electric Mfg. Co.; J. S. Misrach, secretary ©! 
Pittsburgh Electric Mfg. Corp.; J. S. Blattner, salesman for Pittsburgh Electri 
Mfg. Corp.; P. H. Demme, credit manager of Pittsburgh Electric Mfg. Corp 


P. A. Groetzinger, salesman for Pittsburgh Electric Mfg. Corp.; H. 


L. West 


representative of Bryant Electric Co.; R. W. Brown, president of Pittsburg! 
Electric Mfg. Corp. and “Kingfish” of the lunch club and R. Neubrand, vic« 
president of Pittsburgh Electric Mfg. Corp. 
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This illustrates the new @ Pulswitchfuz Panel- 
board. It is an entirely dead front, safety type 
eartridge fuse, controlled circuit type with many 
features. The fuse and switch unit lifts en‘irely 
out of the receptacle, opening the circuit. Fuses 
may be changed in utter safety and the unit re- 
placed either in the on position or the off posi- 
tion. Positive contacts and no working parts. 
A large amperage capacity in compact space. 
Send for Bulletin, 





MODERN product, modern sales and 
meets 1931 conditions but based on 
during its long life has never short-changed 


service methods, an aggressiveness that 
the ideals and character of a company that 





a customer—never lied to gain a profit. 


When you sell ® Panelboards you make a friend—and usually get the order for staples as 
well, 


5 
H 
$ 


Study @ Products and Sales methods. Write for the @ catalog and say that 
you are really going to start to SELL @ Panelboards. An @ man _ near 


Prank Adam 


ELECTRIC COMPANY 
ST. LOUIS 





Vancouver, Can. 


\lbuquerque, N. M. 


Cincinnati, Ohio Memphis, Tenn. he a Pa 










ieneral Engineering & E. F. Schurig, Cc. B. Rutledge, . MeAvoy, Jr. Amalgamated Elec 
eae Co. 105 East Pearl St. 203 Monroe Ave. "isi. — > a : 
108 N. Third St. R. E. omas, Granville Islanc 
P. O. Box 76 te, Cleveland, Ohio Minneapolis, Minn. Res. Mer. 
\tlanta, G o8a The Arcade ee ak he ald Bla P O. Box 1349 Winnipeg, Man., Can. 
rtie > 2 > a * - Ps 
4. Gee Ss eee ae: Site. St. Louis, Mo Amalgamated Elec 


4 Cone St., N. W. 


Vualtimore, Md, 


Volfe-Mann Mfg. Co. 
12 S. Hanover St. 


oston, Mass. 
J. J. Cassidy, 
-31 Congress St. 


uffalo, N. Y. 
talph E. Jones, 
37 Saranac Ave. 


‘icago, TH, 
— Equipment Co., 


ne. 
603 Fullerton Ave, 





Dallas, Texas 
R. S. Wakefield, 
1814 Allen Bidg. 


Denver, Colo. 


Fred E. Staible, Inc. 


2356 Blake St. 


Detroit, Mich. 
H. H. Norton, 
2663 Wabash Ave. 


Kansas City, Mo. 
Robert Baker, 
19 E. 14th St. 


Los Angeles, Calif. 
E. Zinsmeyer, 
1127 S. Wall St. 


New Orleans, La. 
W. J. Keller, 
203 Natchez Bldg. 
Magazine & Natchez 
Sts. 
New York 
Fred G. Kraut, 
419 W. 54th St. 
New York City 
Omaha, Nebr. 
B. J. Fleming, 
213 S. 12th St. 


ae Pa. 
. McAvoy, Jr. 
344 North 10th St. 


O. H. Rottman, 

3650 Windsor Place 
San Francisco, Calif. 

Le Van Atta, 

340 Fremont St. 
Seattle, Wash. 

R. E. Dryer, 

91 Connecticut St 
= Okla. 

P. E. Ebersole, 

214 S. Victor St. 
Toronto, Can. 

Amalgamated Elec. 

Co., Ltd. 

Gen. Sales Office, 

372 Pape Ave. 


Co., Ltd. 
677 Notre Dame Ave. 


Calgary, Alberta 
Amalgamated Elec. 
Co., Ltd. 
1301-llith Ave., East 


Hamilton, Ont. 
Amalgamated Elec. 
Co., Ltd. 
18 Mary St. 


Montreal, Can. 
Amalgamated Elec. 
Co., Ltd. 
1006 Mountain St. 
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Triple Fleod- 
light Projector 
A 2250 to 4500 
watt unit for in- 
tensive outdoor 
lighting 


Triple Bracket with 

adjustable heads for 

mounting Mogul 
socket reflectors 


ECONOMY ... 


in FLOODLIGHTING 


QO UAD aa justable 
Open Type UNITS 


Lighting intensities required for the satis- 
factory illumination of most outdoor activi- 
ties demand the multiple mounting of high 
powered units. When the single units fail 
to produce the desired effect, a bank of 
three, six, nine or twelve Quad Floodlight 
Projectors with 1,000 to 1,500 watt lamps 
will prove most satisfactory. 

Multiple mounting with the Triple Flood- 
light Projector shown affords light-weight, 
economical and thoroughly efficient flood- 
lighting—easily and quickly installed. 


Triple Adjustable Bracket 


“V shaped at back and fits iron pipe 114 to 2% 
inches in diameter—also adapted to wall mount- 
ing. Each of three reflector supporting heads 
adjustable vertically and horizontally. All three 
reflectors can be pointed in same direction or 
each in a different direction tilted up or down 
or sideways. Bracket is cast aluminum with 
felt lined cadmium plated iron clamps to fit 
necks of reflectors. 


Refer to Quad Catalog in your files 
and send for New Supplement to 
Catalog No. 4 showing Quad Open 
Type Floodlighting Equipment. 


QUADRANGLE 
MANUFACTURING CO. 
26 So. Peoria St., Chicago 





1 watt — Bulb G10 


2 watt—Bulb S14 
Finish—Clear, spray: 
red or yellow 


0.5 watt — Bulb G10 
Supplied in 1.0 watt for 
220, 230, 240 volts 


496 © G. E. V. L. Co. 1931 


Low-wattage, long-life lamps 
for use on commercial voltages 


GLOW LAMPS 


EON GLOW LAMPS have a great variety of 
practical and economical uses: As night 
lights, guide and pilot lights in the home. In 
industry, as signals and pilots on electrical cir- 
cuits, automatic machinery, remote controls, 
quiet motors. Inlaboratory, as stroboscopes, os- 
cillators, etc. Fit standard socket. Average life, 
3,000 hours. Extremely economical! Write for 
prices and details to General Electric Vapor Lamp 
Company, 891 Adams Street, Hoboken, N. J. 


GENERAL ELECTRIC 
VAPOR LAMP COMPANY 





Triplex Products Appoints 
Fisher 

R. Fenton Fisher has been ap 

pointed general sales manager of the 

new Triplex Products Corp. This 


R. Fenton Fisher 


company, which is a subsidiary of 
the Triplex Safety Glass Co., Clif- 
ton, N. J., is manufacturing a com- 
plete new line of electrical time 
switches. 

Mr. Fisher resigned as_ general 
manager of the Monarch Renewable 
Fuse Company to become vice-presi- 
dent of the Tork Co. when it was or- 
ganized in 1919. It was due to his 
long experience in the sale of time 
switches of the Tork Co. that he was 
selected for his present position. 

i a, 
A Correction 

In the August issue of THE Jos- 
BER’S SALESMAN under the heading 
“Clark Baker Leaves National Lamp 
Works” appeared the _ statement 
“This step became necessary because 
of the abandonment of the promo- 
tional and educational work of the 
National Lamp Works. in this terri- 
tory.” The National Lamp Works 
is not abandoning its promotional 
and educational work on the Pacific 
Coast. This work will be carried on 
by the company’s direct representa- 
tives instead of by Mr. Baker as has 


been the custom in the past. 
oe te 


New Direct Radio Circuit 
Opened 

W. A. Winterbottom, vice-presi- 
dent and general manager, R. C. A. 
Communications, Inc., announces 
the opening of a direct radio circuit 
between San Francisco and Mouk- 
den, China. 
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WHAT? 


The great nation-wide Bridge 
Contest sponsored by General Electric 
Mazpa Lamps. 


A wealth of prizes. An amazing interest. 
A direct tie-up with lamps—and lamp sales. 


WHEN? 


Full details will be announced 


to you shortly. 


Meantime, get set for a “grand slam.” It’s 
coming! And coming to you. Be prepared 
to “sit in’”—at a profit. 


National Lamp Works of General Elec- 
tric Co., Nela Park, Cleveland, Ohio. 


GENERAL @ ELECTRIC 


MAZDA LAMPS 
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GOOD 
NEWS 


for Travelers 


NEW YORK CITy’s on/y United. The Roosevelt 
PHILADELPHIA, PA. .. The Benjamin Franklin 
SEATTLE, .... The Olympic 
WORCESTER, MASS........ . The Bancroft 
NEWARK, N.J......-----..-The Robert Treat 
PATERSON, N.J...-- The Alexander Hamilton 
TRENTON, N.J. The Stacy-Trent 
HARRISBURG, PA.......... The Penn-Harris 
ALBANY, N.Y..........----- The Ten Eyck 
SYRACUSE, N.Y. ............ The Onondaga 
ROCHESTER, MAY... 00650 The Seneca 
NIAGARA FALLS, N.Y........... The Niagara 
RE ek inds doth silvia oss .. The Lawrence 
AKRON, OHIO ...+..... The Portage 
Se ao ee The Durant 
KANSAS CITY, MO.... The President 
TUCSON, ARIZ. ... . El Conquistador 
SAN FRANCISCO, CAL. The St. Francis 
SHREVEPORT, LA... . The Washington- Youree 
TORONTO, ONT. ... The King Edward 
NIAGARA FALLS, ONT ..... The Clifton 
WINDSOR, ONT..........-The Prince Edward 
KINGSTON, JAMAICA, BW1.TheConstant Spring 


ur 


| Co. 














Harry V. Carter Dies 

Harry V. Carter, a pioneer in the 
electric light and power business in 
California, died in Oakland, Calif., 
Aug. 17, at the age of 74. He was 
born at Port Colborne, Province of 
Ontario, Canada, Nov. 20, 1856. 
Mr. Carter came to Los Angeles in 
1887, where he organized the United 
Electric Gas & Power Co. He was 


| president of this company until 1904, 


when the United Electric Gas & 
Power Co. was consolidated with the 
present Southern California Edison 
Mr. Carter then organized the 
Pacific Electrical Works, an electri- 
cal supplies wholesale business. He 
conducted this business until 1909, 
when the Pacific Electrical Works 
was consolidated with the Sterling 
Electric Co. of San Francisco, and 
the Crescent Electric Co. of Oak- 
land, forming the Pacific States 
Electric Co. He was president of 
this company, until 1916, when he 
sold his interest and retired from the 
electrical field. 

Mr. Carter served two terms, 
1913-14 and 1914-15 as chairman of 
the Pacific Division of the National 
Electric Wholesalers Association. 

* * Ox 


N. L. Bost With National 
Electric Products 

Norman L. Bost, for the past six 
years northwest representative of the 
Diamond Electric Manufacturing 
Co., affiliated with the Square D Co., 
with headquarters in Seattle, Wash., 
has resigned to become associated 
with the National Electric Products 
Corp. of Pittsburgh, Pa. He will be- 
come manager of the northwest 
branch, with offices in Seattle. The 
firm’s Pacific Coast head office is in 
San Francisco. The resignation be- 
came effective August 8, when Mr. 
Bost sailed for San Francisco for a 
conference with officials of the com- 


| pany. 


* *« * 


Outdoor Sports Lighting 

This is the title of a new booklet 
published by the Nela Park Engi- 
neering Dept., General Electric Co., 
Cleveland. Data is given covering 
21 different sports. Photographs of 
actual installations, diagrams show- 
ing proper location of units and 
data covering the equipment for each 
sport make this publication a min- 
iature text book on outdoor sports 
lighting. 
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Fred Strayer Leaves Sylvaniz 

Fred H. Strayer, former fiel 
supervisor for Sylvania division 
Hygrade Sylvania Corp., Emporium 
Pa., has decided to strike out int; 
a new field of work. He has been ap 
pointed advertising and sales promo 
tion manager for Hammond Clock 
Co., and left Sylvania on July 30 t 


take up his new duties in Chicago. 
a 


Westinghouse Appoint- 
ments 

William F. James, formerly mid- 
dle Atlantic district manager of thi 
Westinghouse Elec. & Mfg. Co., 
East Pittsburgh, Pa., has been ap- 
pointed assistant to the commercial 
vice-president of the Atlantic division 
of that company. 

A statement from C. E. Stephens, 
vice-president of the company, con- 
tains the information that E. W. 
Loomis will serve as middle Atlantic 
district manager of the Westinghouse 
organization with headquarters in 
Philadelphia. ° 


* * x 


Edison Lamp Works An- 

nounces Sales Campaign 

A unique lamp sales activity, em- 
bodying a novel prize contest feature 
and a three-point distribution hook- 
up which insures active jobber tie-in, 
will be launched September 1 by the 
Edison Lamp Works of General 
Electric Co. at Nela Park, Cleveland, 
Ohio. 

The name of the activity, “Bright- 
en Up,” is at once an urge to the 
distributor and retail agent, and an 
invitation to the consumer. It will 
be featured in all agents’ newspaper 
advertising and in trade papers to 
agents, as well as in direct mail and 
window displays. 

Besides reasonable sales quotas as 
a goal to reach, and attractive prizes 
as an incentive to reach that goal, 
the entire distribution structure of 
the Edison Lamp Works from the 
Edison field man, through the job- 
ber’s salesman, and to the retail 
agent, has been provided an array 
of sales ideas and merchandising as- 
sistance. The basic plan has_ been 
time-tried and time-proven. The sales 
aids are novel, and up-to-the-minute ; 
the co-ordination of effort between 
the selling agencies involved leaves 
no loopholes; and the prizes offered 
are by far the most worth-striving 
for that the Edison Lamp Works ha 
ever offered. 
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IT TAKES" work 


out of the 
CONDUIT JOB 


That’s just what STEELTUBES does; 
takes the tedious, tiresome back strain 
and lost. motion out of any job of 


conduit work. 


STEELTUBES is light . . . tough... 
rigid . . . strong. It’s ductile . . . easy 
to bend and straighten. It’s progres- 
sive, because its lower cost stimulates 
more outlets and more conduit instal- 
lations. STEELTUBES is threadless. 
Made in seven standard sizes up to 
2-inch nominal trade size all approved 
for open and concealed work, and 
buried in concrete (except cinder fill). 
One finish only . . . heavily galvanized. 


Electrical Division 


STEEL AND TUBES, INC. 
Cleveland, Ohio 
(A Unit of Republic Steel Corp.) 


Write for the new 
Bending Book 


it tells how to gauge 
bends accurately... howto RE 

straighten and rebend SENDING 
STEELTUBES. Contains 


much other valuable and 
practical information. 


Steeltubes 





r HE MODERN T HREAODLE S §S CON DUIT 



























IT PAYS TO TALK STEELTUBES 


to present customers, and prospects. Easy to sell when 
buyers know its many advantages. And it opens the 
door to profitable sales of other products in your line. 


Steeltubes 











64 THE JOBBER’S|{J]SALESMAN 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTR 





New Electrical Products, Illustrated 





NEW principle of design and 

construction in a wire meas- 
uring machine has been developed 
by the Durant Manufacturing Co., 
655-665 Buffum St., Milwaukee, 
Wis. This new wire measuring 
meter features an automatic brake. 
The braking is accomplished by 
means of a sturdy spring, the ten- 
sion of which is adjustable to ac- 
commodate various thicknesses of 
wire. The leather brake shoe can 
be replaced quickly and_ easily. 
Measuring wheels can be furnished 
with a straight milled surface, a 
cross knurled surface or a compo- 
sition rubber surface for accommo- 
dating different types of material to 
be measured. This measuring meter 
is available with the counter facing 
front, back or to the side of the 
measuring device operating in either 
clockwise or counter-clockwise ro- 
tation. This “Productimeter” oper- 
ates at a speed of from 400 to 600 
ft. per minute depending on the 
style required and measures wire 
or other similar materials of from 
.005 to % in. thickness. 


N connection with the develop- 

ment of the new type “S-2 Sun- 
light” bulb by the General Electric 
Co., the Miller Co., Meriden, Conn. 
announces its Miller “Utility Sun- 
lite’ for use with this new bulb. 
The Miller “Utility Sunlite” is said 
to be unique in that, through the 
Udezine patented principle of con- 
struction, five lamps can be made 
from the one setup so as to satisfy 
the requirements of an entire house- 
hold, so that the buyer has a wall 
bracket, a table lamp, a low floor 
lamp, a usual height floor lamp and 
a floor lamp of ceiling height. Avail- 
able in a choice of polished nickel 
and ivory finish this lamp is worked 
out in such a way that it may be 
used as a reading lamp and at the 
same time provide the benefits of 
the healthful ultra-violet radiation. 








HE Bryant Electric Co., Bridge- 

port, Conn., has just brought 
out and is marketing a new top 
wired brown bakelite duplex flush 
receptacle, Catalog No. 4822, com- 
plete with brown bakelite plate 
having integral bosses. The top 
wiring terminals have two binding 
screws in each side, making of the 
device a connecting block as well 
as a receptacle. Bakelite shoulders 
protect the screws and hold the 
wires in place. The receptacle has 
a completely enclosed moisture- 
proof bakelite back. 





66D IG Ben,” an open type diffusing 

floodlight which combines a 
powerful long range forward throw 
of light with adequate ground cov- 
erage in the areas near the unit, 
has been brought out by the Ben- 
jamin Electric Mfg. Co. It is par- 
ticularly suited for the lighting of 
the larger size outdoor sport and 
recreational areas and large indus- 
trial yards and construction grounds, 
where uniform lighting is required 
over a considerable area and at 
some distance from the location 
where the units are mounted. This 
floodlight is constructed with two 
distinctly different surfaces, con- 
sisting of a large inner reflector of 
oxidized aluminum surrounded by 
a larger porcelain enameled diffus- 
ing reflector. It is claimed to be 
extremely rugged and absolutely 
weatherproof. 


AMMOND Clock Co., Chicago, 

announce its new Columbia 
model. This electric clock is 
equipped with the ‘“bichronous” 
movement illustrated in the July 
issue. Therefore it is not affected 
by interruptions in current of or- 
dinary duration. This company will 
continue to manufacture synchron- 
ous clocks of the lower priced 
group. Production of the bichron- 
ous clocks is already under way and 
the new movement will be in all 
models priced from $14.50 and up. 








HE Trumbull Elec. Mfg. Co. 

are now in production on a new 
combination range and meter serv- 
ice switch, which will be furnished 
with either 2, 4 or 6 branch circuit 
cutouts. This new range switch 
rated at 60 amps. 125-250 volts, 
contains the following features: 
1—Entire device in one box with 
separate covers over the switch and 
branch circuit fuses. 2—60 ampere 
dead fuse puller for range circuit. 
3—Ample wiring room. 4—Tes' 
links arranged so that load wires 
go at the bottom, leaving only th 
meter connection wires at the top 
of the switch, thus conforming wit 
one of the requirements of th 
NELA Meter Committee. 
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GENERAL CABLE’S POLICY 
WITH ELECTRICAL WHOLESALERS 


.... From the very beginning 
General Cable has held to a 
definitely established policy of 
complete cooperation with 
active Electrical Distributors. 
General Cable’s District Offices 


are strategically located in in- 


dustrial centers and are convenient to all Distrib- 
utors. Each is manned by a capable sales staff, 
supported by skilled field engineers. Thus both 
sales and engineering cooperation is quickly 
available for any Electrical Wholesaler problem. 


General Cable offers the most complete line of 


... assures full co- 
operation, support, 
and prompt deliv- 
ery of all orders. 





wires and cables in the country 
— products of all types, con- 
structions and voltages. This 
one source can supply every 
item of bare and insulated con- 
ductors, normally handled by 
the Distributor. And prompt 


delivery is assured from ample stocks at widely 
scattered plants and warehouses. 

For any type of electrical wire, cable or accessory 
— for sales or engineering assistance — call the 
nearest office or write General Cable Corporation, 


420 Lexington Avenue, New York, N. Y. 


GENERAL CABLE CORPORATION 









66 THE JOBBER’S[J]SALESMAN 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTR‘ 


lag SINE 





New Electrical Products, Illustrated 





HE Wiremold Co., Hartford, Conn., has added additional fittings for 

baseboard and other interior trim to its surface wiring system. These 
fittings have been neatly designed so that when installed with “Wiremold” 
they become an element of the trim itself. Lighting and convenience outlets 
can be placed where they are needed without the necessity of stringing 
wires around and over furniiure, taking up floors, or digging into the walls 
to conceal the wiring, and at the same time the appearance of the room 
is not marred. 





NEW improvement has been Bin, afer vy 
incorporated into the battery SWE FO in, 
design of the “SnapLite” flash- Nf RURGESS 
light, manufactured by the Burgess 

Battery Co., 111 W. Monroe St., 

Chicago. All that is now necessary 

in battery replacement is to squeeze 

two spots at the top of the “Snap- 

Lite’ and the used battery is re- 

moved while the snapper top is 

pressed down into the new battery. 


ACCORDING to the report 

the National Electric Products 
Corp., Pittsburgh, horizontal plane; 
may be quickly and accurately lev 
eled in all directions simultaneously 
by using the new “Universal Level” 
which is manufactured by this com 
pany. It is designed for leveling 
where height adjustments are to be 
made in installing floor distribution 
systems, this level is useful in 
workshops, homes and offices. {t 
can easily be carried in the pocket 
as it measures only 4% in. at the 
widest point and is 1 in. high. 








HE Electrical Appliance Division of the National Telephone Supply 

Co., Cleveland, O., is manufacturing an automatic electrical egg cooker 
and an automatic electric baby bottle warmer, known as the “Eggster” 
and the “Milkster”. The “Eggster”, left, enables the user to boil eggs at 
the table and has two features: automatic control and the steaming of the 
eggs instead of immersing them in water. The “Milkster’” operates on 
the same automatic control and is said to prevent the contents from being 
overheated because the heating stops as soon as correct temperature is 
reached. 


‘TH Belden Manufacturing Co., 
Chicago, announces that a new 
extra thin “Under-the-Rug” con- 
nector has been developed for the 
Belden portable outlet. It is a rub- 
ber strip in which are moulded two 
parallel conductors. This develop- 
ment is said to make the portable 
outlet of greater value in homes 
since the “Under-the-Rug” con- 
nector will run unnoticed under 
even the thinnest of rugs. 








EVERE Clock Co., Cincinnati, 

O., announces the “Loyal,” a 
mahogany, tambour, Telechron-mo- 
tored clock with an hour and half 
hour strike and also available wit! 
Westminster chimes. The “Loyal” is 
of Colonial design. The case is 0! 
lacquer-finish Honduras mahogany 
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QUALITY s PARAMOUNT! 





Economy Fuse & Mfg. Company 


CHICAGO, U.S. A. 
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ALPHADUCT CO. 
136 Cator Ave. 
Jersey City, N. J. 
for 


Particulars of the 


NEW 

Time Saving Specialties 
EASURE 
MARKED 


ALPHADUCT 


LOOM 
AND 


SHEATHED 

















pm HSE 











Results Count 





and 


Patented 


Wire Connectors 
Assures Them ». 


The best results are obtained | 
with S.R.K. WIRE CON. | 
NECTORS. Using S.R.K.’s 
is the up-to-date method of 
making connections. No. 
more solder and tape to fuss 
with. 


For speed, safety, reliability 
and efficiency you can find 
nothing to beat S. R. K. 
WIRE CONNECTORS. 


Approved by 
Factory Mutual 
Laboratories 


Underwriters 
Laboratories 


JIFFY WIRE CONNECTOR CO. 
Hackensack, N. J. 


General Sales Office 
G. DENN MONTGOMERY, Jr. 
458 Broadway, New York City 
Phone CAnal 6-7533 and 6-6186 








Chance Holds Golf 
Tournament 

A national golf tournament for 
men and women of the electrical in- 
dustry is being conducted by the 
Chance Co., Centralia, Mo. Contest- 
ants are divided into two classifica- 
tions, distributors and consumers. 
The tournament, which was started 
on April 20, will continue until Sep- 
tember 20. 

Each month the players are sent 
lessons written by Tommy Armour, 
golf professional, together with 
“business reply cards” for the return 
of scores, properly attested. 


A six-club matched set of Kroy- | 


don irons will be given to the first 
prize winners in each division; sec- 
ond prize, the winner’s own choice 
of any make driver and brassie; 
third prize, two dozen Silver King 
golf balls in each division. First place 
winners will be invited by the Chance 
Co. to play a final match on some 
selected course, probably in some 
eastern city, the winner of which will 
be presented with a handsome trophy 
standing 29% in. high. All expenses 
will be paid by the company. 
- ee 


W. E. Winchester With Ideal 
Wm. E. Winchester, formerly 
sales representative in New York 
for the Economy Fuse & Mfg. Co., 
is now representing the Ideal Com- 
mutator Dresser Co. on its motor 
maintenance in the same territory. 





“As the twig is bent, so is the tree 
inclined,” and J. T. Fullwiler of Full- 
wiler and Chapman, manufacturers’ 
agents in Atlanta, Ga., is certainly start- 
ing his youngest, Jack, out right. Jack 
can kick a mean spiral and intercept a 
pass like Red Grange. 


Connectors 
Brass or Bakelite 


The Sherman Brass Fixture Connector is the 
only solderless metal connector which works 
as easily and safely as promised. 


The Sherman Bakelite Fixture Comnector 
provides the ideal method of connecting all 
small wires and does it without solder or 


Made en- 


tirely eof insula- 
Ph ’ Lk 7 


ting material of 
construction, Bakelite 


tape. 





highest quality. 
Connector. 


A Phantom — Brass 
Za Fixture Connector 


‘ 


H. B. SHERMAN 
MFG. CO. 
Battle Creek, Mich. 























Subscribers 


Youcan’tafford to 
miss a single issue. 
Give us your new 
address if you 
have moved. 


LD 


Be A Booster 
Tell your friends 


about 


The 
Jobber’s Salesman 
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Yager’s—the line 
that satisfies all 
soldering needs 


No soldering 
paste could do 
better at any 
price so why not 
simplify your 
selling efforts by 
offering 
YAGER’S? 


You can fill all 
needs with 
YAGER’S be- 
cause it is packed 
not only in stand- 
ard-sized con- 
tainers but in 25, 
50 and 500-lb. 


drums. 


If you wish sam- 
ples, just write. 


§ YAGERS 





Alex. R. Benson 


Incorporated 


Hudson, N. Y. 
Since 1873 











SALESMEN 


Be sure to mail August 

Summer Sales Contest 

Score Cards Before 
September 21 


THE JOBBER’S SALESMAN 











Lines Wanted by Old and 
Experienced 
Manufacturers’ Agents 


Now calling on Electrical, Nov- 
elty, Hardware, Radio, Automotive, 
Drug and Sundry Jobbers and De- 
partment Stores in Southern IIli- 
nois, Iowa, Missouri, Kansas and 
Nebraska with experienced sales- 
men. 

We want small items which can 
be handily carried and easily dis- 
played. 

ADDRESS BOX N931 
THE JopBEeR’s SALESMAN 





Men Available 


Merchandise Man: There is available 
at the present time a man who has been 
connected for the past 10 years with 
some of the larger manufacturers of 
washing machines and electrical appli- 
ances, selling the distributors and deal- 
ers, hiring and training men, and gen- 
erally promoting the sale of such prod- 
ucts in the middle western territory. He 
is 35 years of. age, married, has a car 
and is free to travel or locate in any 
territory. Address Box 601, THe Jos- 
BER’S SALESMAN, 





Credit Man: Here is a man who 
knows the problems of jobbers from ex- 
a es over a period of 15 
years. ine of these years he spent 
with a large nationally known manufac- 
turer. Address Box 602, THE JonBER’s 
SALESMAN. 





Salesman: A technical graduate with 
12 years sales engineering experience in 
the Chicago and Detroit areas and four | 
years similar experience in Birmingham, | 
Ala., desires to contact a manufacturer | 
who wants representation either as a | 
direct representative or as an agent. | 
While this party would prefer to locate | 
in Birmingham, he will consider other | 
cities. Address THE JopBer’s SALESMAN, | 
Box 605. 

* * * 





Latest Trade Literature 

Dominion Electrical Mfg. Co.,| 
Minneapolis—Catalog No. 71 has| 
just recently been mailed out to the} 
trade by this manufacturer. 





| 


Ivanhoe Division of the Miller Co..,| 


Meriden, Conn.—A descriptive folder 
on the line of “Duo-Purpose” fixtures 
has been released recently. This 
folder illustrates and describes the 
line in complete detail and outlines 
its uses and application. 





Benjamin Electric Mfg. Co., Des 
Plaines—Catalog S-6, describing and 
illustrating Benjamin-Starrett panel- 
boards and steel cabinets for light 
and power has just been issued by 
this company. 





Beardslee Chandelier Manufactur- 
ing Co., Chicago—The new Beards- 
lee Catalog 30, which has recently 
been released, is the first issue of a 
series of different sections, covering 
different parts of the company’s line. 





Thomas & Betts Co., Elizabeth, 
N. J—The new “T & B” catalog 
which is just off the press, has been 
released. This company publishes its 
catalog in loose leaf form with suit- 
able binders so that those interested 
may have their information on “T 








520 N. Michigan Ave., Chicago, III. 














& B” fittings continually up to date. 











INSIDE 
INFORMATION 


Ideal Connectors have a SPIRAL 
SPRING INSERT that is a definite 


part of the inside of the connector. 


This spring insert threads itself 
onto the copper conductors and 
acts as a CURRENT CARRYING 
SLEEVE. 

Jobbers, whose contractor cus- 
tomers take pride in their work, in- 
sist on IDEAL, the fully approved 
wire connector. 

You can sell Ideals for use on 
all wiring jobs. 


IDEAL 





WIRE 
CONNECTORS 


ideal Commutator Dresser Co. 
1047 Park Ave., Sycamore, Illinois 


FREE SAMPLE 


IDEAL COMMUTATOR DRESSER CO., 
1047 Park Av. 
Sycamore, Ill. 

1 would like to try Ideal Connectors and 
ask that you send free samples. 


. & 

700,985. 
Infringements 
will be 
vigorously prosecuted. 
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...Did you ever figure that 
it might pay you best to 
concentrate on one com- 


plete line of fuses? 


—there really is no excuse for cart- 


ing around the "dope" on various 
lines to meet competitive price con- 
ditions! 

KIRKMAN provides every size and 
type of standard N. E. C. fuse, each 
the best that can be made and at a 
price that satisfies you and the buyer. 








“We have all heard 
that ‘pigs is pigs’ 
—well, that doesn’t 
apply to FUSES. Put 
your faith in ONE 
line of fuses you 
know is right and 
STAY WITH IT. 
KIRKMAN has 
been making a high 
grade, right-priced 
line of standard 
fuses since 1912.” 





Numa Kany 6 Hubit 
Sees Kay 


KIRKMAN ENGINEERING CORP. 


1 DOMINICK STREET » » NEW YORK 








Fuse Makers Since 1912 


Location of Warehouse Stocks 


550 Howard Street 
San Francisco, Calif. 


KABERNA & CO. 
29 So. Desplaines Street 
Chicago, Illinois 


R O'DONNELL R. L. CUNNINGHAM 
600 So. Delaware Ave. 
Philadelphia, Pa. 


H. W. MacLEOD & CO. 
242 Congress Street 
Boston, Mass. 
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‘¢Break the Ice” 


~ \j NDS 
e with the Catalogs in 
pa ej 
LES } rs 
# Electrical Trade Catalogs! 
, A } si 
ie ae On your next call show your 
EL eV . contractor friend the details on the products you 
i sell which are filed in his handy Electrical Trade 
FERS Catalogs file. He’ll like this approach for he appre- 
eee ciates that the manufacturers who file their catalogs 
OW in Electrical Trade Catalogs are manufacturers who 
Se er are helping him. 
eed The jobber’s salesman who make the greatest use 
~TRIC PL of the catalogs contained in this catalog-file—will 


profit most! You sell more when you get down to 
cases with the contractor than when you talk gener- 
alities—and data on your lines in Electrical Trade 
Catalogs gets you “down to cases” quickly. 


This modern sales approach is breaking the ice 


C2 of sales resistance for many a jobber salesman—let 
S\ < ; it “break the ice” for you! 
wt 
nC el If your next call is on an Industrial plant 
‘ ris < . . + . . 
“RS sV¥ —*‘‘break the ice” with Electrical Engi- 


neering Catalogs! 
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OOMFLEX 
CABLE 


Are you selling or storing your roughing-in materials? Dead merchandise will 
bring in no money, and that's why you should be handling A.C.L. PRODUCTS. 
Made by skilled workmen from the best of raw materials—advertised extensively 
in trade journals and by direct mail, which is closely followed up by our repre- 
sentatives in the field——and backed by a 43 year old reputation of having satis- 
factorily served the electrical industry, A.C.L. PRODUCTS go into a job without 
grief—and stay there; that's why contractors like them and use them. 

A.C.L. PRODUCTS include: XDUCT and ELECTRODUCT, standard rigid conduit; "RED SEAL" 
ABC ARMORED BUSHED CABLE; "RED SEAL" Weatherproof Armored Cable and Flexible Con- 


duit; “RED SEAL" Metallic Flexible Conduit; "“LOOMFLEX," non-metallic flexible conduit: 
“LOOMFLEX CABLE," non-metallic sheathed; and a complete line of BOXES and FITTINGS. 


AMERICAN CIRCULAR LOOM COMPANY, INC. 
233 BROADWAY, (Woolworth Bldg.) NEW YORK, N. Y. 


"BETTER WIRING MATERIALS". 














No 
Grief 


in selling 
Plymouth 


PLYMOUTH RUBBER COMPANY, Inc. 


CANTON, MASS. ta Des : . ; ; ; : 


. oe First, you have Plymouth QUALITY—that 


aac is paramount. Second, you have Plymouth's 








Ls § protective policy which guarantees not only 


my your selling rights but the matter of price 
which is inflexibly stabilized. 















A ERRORS ENMU OP 
With the Plymouth line you have all that 








any tape buyer can ask for—the best qual- 


ity at a price that meets "competition". 


So—concentrate on the Plymouth line. You 
simplify your selling and—there is NO LICING 
ss cCOMPOU 
GRIEF. ) 


) YMC) . B 
J €D\| 1896) 


RUBBER COMPANY incorporated psn are 
CANTON, MASS. 


Manufacturers Since 1896 























Stan RANGES 


afford definite advantages to wholesalers and their retail customers 
because they afford definite advantages to the user. Standard has 
pioneered many of the most important improvements in electrical 


cooking, and offers today the most complete and most desirable 


Standard No. 1116—The Royal “Con- 


sort’ with simplified wiring of all lines. 


Favorable Merchandising Conditions 


ANAARAD AMAA /) | 


Conditions today are more favorable than ever before for profitable mer- 
chandising of electric ranges. The whole picture is greatly improved 
from the standpoint of the electrical wholesaler, and along with this 
better marketing set-up there is the wider acceptance of the idea of elec- 
trical cooking, with the more favorable sales in many communities which 
are an added incentive to the use of more and more electric ranges in 
homes. . . . Electric ranges are an item of large unit sale—an item that 
deserves consistent effort on the part of the wholesalers who are inter 


ested in developing profit business in a constantly widening field. 
Standard No. 1156—The famous “Big 
Royal” of finest construction 


Helpful Merchandising Cooperation 


In order to permit the wholesaler to take full advantage of the favorable mer- 
chandising conditions, Standard has developed a plan of merchandising coopera- 
tion along somewhat unusual lines. . . . And, in addition, Standard offers a line 
that covers the entire field of electrical cooking appliances, in order to permit 
securing of business from every possible source. Let us repeat—Standard offers 
today the most complete and most desirable of all lines of electric ranges. 





Certain territories are still open to Electrical wholesalers for Standard representa- 
tion. Your inquiry will receive our immediate attention—and if territory is available, 
Standard No. 1336—The Commander” we shall be glad to present the Standard Plan for your consideration. This plan is 
a quality range of moderate price— based on the principle of cooperation with the wholesaler and his customers for the 
a range for volume selling development of a steadily increasing business upon a basis of mutual profit. 


THE STANDARD ELECTRIC STOVE COMPANY 


TOLEDO, OHIO 
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